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CHAPTER I 
INTRODUCTION 
Many people in the field of public relations feel 
that there is an urgent need for a re-evaluation of the aims 
of public relations if it is to grow into a profession with 
demanding standards for its practitioners. 
This feeling, manifested in the field of education, 
is that greater emphasis must be placed on the academic 
training necessary to form the basis of any field that is 
on the road to becoming a profession. This is a wide and 
general problem that public relations faces today. No 
survey could deal adequately with the opinions or the pros 
and cons of such a many-faceted question. The researcher 
has chosen to narrow the problem down to the specific area 
involving the attitude toward women, and their future in 
public relations. This question, itself, involves many of 
the problems encountered in the over-all question of the 
needs of the future profession. 
The researcher, finding that there is no material 
available on opportunities .tor women in public relations or 
the background required for such a post, conducted the survey 
with which this thesis deals. It was done in the hope that 
the material presented will provide a guide for women who are 
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considering public relations as a career as well as for 
those persons responsible for training young women in the 
field. 
Much of the information gathered is applicable to men 
entering the field as well as to women. These items are 
readily obvious. 
I. PURPOSE 
The aim of this study of a part of the field of public 
relations is to provide detailed information not only to 
educators in the field but also to prospective students of 
public relations and those already in the activity. 
The survey's purpose is to reveal some basic attitudes 
that need to be taken into consideration by those responsible 
for the education of students of public relations in: 
1. Accepting women graduate students; 
2. Placing women graduates in public relations 
positions; 
3. Suggesting special area training that might be 
desirable for women who plan to practice public 
relations professionally; 
4. Determining the characteristics of companies that 
employ women in public relations; 
5. Pointing out areas of public relations where 
women will most likely be accepted; 
6. Determining areas of experience that are consid-
ered good background and training for a woman 
and would act as channels of promotion in 
public relations positions; 
?. Providing insights into what characteristics make 
a woman most acceptable in a public relations 
position, and noting which of these are person-
ality characteristics and which are character-
istics that have to be cultivated through 
formal training; and 
8. Indicating misconceptions that exist regarding 
the training of public relations personnel, 
in general, and training of women in particular. 
The survey also attempts to give a general picture of 
what types of persons are the women who occupy public rela-
tions jobs now, what are their backgrounds and training; 
what jobs brought them into and qualified them for public 
relations positions; what job titles they hold; and, what 
are their salaries. 
A major part of the survey investigates the attitudes 
of people now holding public relations positions toward 
women in the field, The specific area taken under study is 
the attitude of 200 American organizations toward women in 
public relations. It is an analysis of prevailing attitudes 
and the characteristics of the companies that hold particu-
lar attitudes toward women in this field. 
The major objective of the survey is to determine 
what are the existing attitudes toward women in public 
relations; what type or types of women, with regard to age, 
marital status, training, experience and personality, are 
most likely to be accepted in this field; in what types of 
firms and in what types of public relations jobs within 
those firms do the respondents feel women can be most effec-
tive; and the extent to which women are actually employed by 
these organizations. Also this survey was to examine 
prejudices and attitudes toward women in business and spe-
cifically in public relations that are assumed to exist but 
actually have never been investigated. 
4 
It should be kept in mind, however, that there is no 
way, except in cases where particular comments are quoted, 
to determine if the prejudice or criticism voiced is specif-
ically toward women in the field of public relations or is 
a result of a general attitude toward women entering any 
area of business enterprise. The survey was directed in its 
entirety toward women in public relations but, nevertheless, 
it is understandable that other prejudices could influence 
the responses. The general tone of the data gathered from 
the survey, however, is not negative, and thus gives some 
assurance that this possibility has not distorted the res-
ponses to any perceptible degree. 
II. PROCEDURE 
The sample tor the survey was a selection of 200 
companies picked at random from the organizational listing 
of members and associates of the gth Annual Edition of the 
- --
Public Relations Register of ~ Public Relations Society of 
America (lg5?-58). 
As a first step, all foreign organizations, military 
organizations, and persons who were listed as public rela-
tions counsels, but not employed in an organization, were 
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removed from the listing because they do not have an employ-
ment situation comparable to that of business organizations. 
This left a total of 15?3 organizations comprising the total 
population from which the sample of 200 was drawn. Thus 
every seventh organization appearing in the listing, with 
the exception of those deleted as explained, appeared in 
the sample. 
When there was more than one Public Relations Society 
of America member in an organization, the one with the 
highest position in the company was chosen. The decision 
to do this was on the basis that the attitudes of the person 
with the hishest position were most important to the survey, 
as this is the person who would have the final decision in 
matters of employment and promotions. 
lli Public Relations Society £!. America Directory was 
chosen as a listing of the population because it gave a de-
tailed list of companies that have public relations offices. 
Members of the Public Relations Society of America have to 
meet certain professional requirements, which insured the 
researcher that the respondents would be qualified to answer 
the questionnaire as bona fide public relations practitioners. 
Using the directory insured that no questionnaires were sent 
to companies that do not have a public relations department 
as such, and could not, therefore, answer the questionnaire. 
A five-page questionnaire was mailed to the selected 
sample of 200, with a letter explaining the purpose of the 
survey and requesting that the form be filled out and re-
turned within 30 days. There were 93 respondents, making 
a total return of 46.5 per cent of the original sample. 
These questionnaires were coded and the results converted 
into figures. The entire amount of information was then 
transferred to IBM cards, processed by machine, and run off 
on the forms that appear in the appendix. This informatio~ 
was translated into the detailed information appearing in 
the body of the thesis. 
Each of the 200 respondents were grouped according to 
the state in which their firm is located, each state was 
given a code number and each respondent from within the 
state given a number in addition to the initial code number 
identifying him with a particular state. As an example, the 
code number 1-2 indicates that the respondent is the second 
person appearing under the New York state group, since the 
code number for that state is 1. There is no significance 
to grouping the respondents by states other than that the 
researcher was looking for a way to represent the respon-
dents by numbers and wanted some major divisions in order to 
keep the numbers as small as possible. After each person 
appearing in the sample was listed by name and organization, 
he was given a number and it was stamped on the reverse side 
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of the last page of the questionnaire. In this manner the 
researcher was able later to identify the respondents and 
use this information when quoting comments made by the 
various individuals. This information was also coded and 
used in determining what type of firms show particular att,i-
tudes and if there is any correlation between the type of 
firm responding and the attitudes expressed. 
For the convenience and interest of the reader, code 
numbers have been inserted after each direct quote. In the 
event that the reader desires more specific information 
about the respondent regarding his name and the name and 
location of his firm, this can be obtained by referring to 
the appropriate page in Appendix E. 
The information that is found in the following chap-
ters covers such areas as the general attitude of men in 
business toward women in public relations; what personal 
characteristics and qualifications they expect of women in 
this field; and their views on women who are now in public 
relations. 
A great deal of attention has been given to educa-
tion. In this respect the researcher investigated the 
educational background of the respondent as well as his 
views toward what constitutes a desirable educational back-
ground for people--men and women--who plan to enter public 
relations. 
Much of the thesis deals with information about the 
respondent and his firm. In this regard, an effort is made 
to determin~ what variables affect the respondent's replies 
and by a series of cross breaks the researcher brings out 
information showing how various groups of respondents felt 
about specific questions. 
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Some practical data relating to the number of women 
now employed in public relations, their salaries, job titles 
and previous background were also gathered to enhance the 
researcher's knowledge of the position that is currently 
occupied by women in public relations. All of this informa-
tion is discussed in greater detail in the pages that 
follow. 
. III. INFORMATION ABOUT RESPONDENT 
AND HIS ORGANIZATION 
In order to get a picture of the respondents and what. 
types of firms they represent, the following information is 
offered. 
Public relations firms and educational institutions 
provided the highest number of respondents. The second 
largest number came from the areas of business involving 
household products and appliances, steel, oil and heavy 
industry. The third largest group represented came from the 
fields of public service, public utilities, banks, and 
trade associations and lobbying groups. Insurance firms and 
fund raising organizations were the two groups with the 
least representation. The term public service is used 
throughout the thesis to indicate state and local government 
organizations and civic groups that are involved in per-
forming services for the general public. 
The firms responding to the questionnaire were di-
vided almost evenly between small firms (500 or less) and 
large firms {over 500). The following is a breakdown show-
ing areas of concentration regarding size of organizations. 
TABLE I 
SIZE OF RESPONDENT'S FIRM 
Number of 
employees 
Percentage of respondents in 
each employee size category 
Less than 25 employees • • • • • • • • 
25 to' 50 • • • • • • • • • • • • • • • 
50 to 100 • • • • • • • • • • • • • • 
100 to 500 • • • • • • • • • • • • • • 
501 to 1,000 ••••••••••••• 
1,000 to 2,000 •••••••••••• 
2,100 to 5,000 •••••••••••• 
5,100 to 10,000 •••••••••••• 
10,000 to 25,000 ••••••••••• 
Over 25,000 •••••••••••••• 
22.5 
?.5 
4.3 
7.5 
4.3 
12.9 
6.4 
4.3 
7.5 
8.6 
A slight majority of employees in the responding 
organizations (53.8 per cent) are men. However, 21.5 per 
cent of the organizations employ more women than men, and 
10.8 per cent employ an equal number of men and women. 
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The type of firms that currently employ women in 
public relations positions is indicative not only of the 
fields in which a woman is most likely to find her attempt 
at a public relations career successful, but it also indi-
cates which areas she should avoid. Pointing up the areas 
in which women are not now employed might indicate new areas 
that could be developed for women. It may also give clues 
to what training or experience in addition to public relations 
training might make her more acceptable and qualified for a 
position in these particular types of businesses. 
The original analysis showed that 68.8 per cent of 
the total respondents employed women in public relations 
positions in their organization. The largest number of 
women employed by respondents is seven and these are in busi-
nesses involving educational institutions and household 
products and appliances; six in public utilities; five in 
public relations fir.ms; four each in banking, steel, oil, 
heavy industry, and public service; three each in fund 
raising non-profit organizations and insurance; and one in 
trade associations and lobbying groups. 
Conversely, of the 25.8 per cent of the respondents 
who do not currently employ women in public relations posi-
tions, four each from the fields of public relations, steel, 
oil, heavy industry, and trade associations and lobbying 
groups. Two are in the area of household products and 
appliances and one each in public service organizations, 
banking, and educational institutions. 
~vhen evaluating the answers of the persons replying 
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to the questionnaire, it is mandatory that consideration be 
given to the position, if any, that women play in the current 
role of the organizations themselves. 
An analysis of this information shows that 68.8 per 
cent of the organizations considered in this research data 
have women currently employed in public relations positions 
including publicity and related areas. Only 25.8 per cent 
did not have women currently employed in this area of the 
organization, while 5.3 per cent failed to answer the 
question. 
A comparison between questions 1 and 1? shows that, 
of the 85 respondents who approved of employing women in 
public relations, 59 already have women currently working in 
this field. Only two of the organizations, who currently 
have women employed in this area, expressed unqualified 
disapproval of hiring women in public relations. 
Of the 24 organizations (25.8 per cent) who do not 
have women employed in this area, one-third never have 
received applications from women for such positions. 
The number of women employed in the individual public 
relations departments is, of course, to a great degree, 
dependent upon the overall size of the company and its 
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public relations activity. Therefore, the researcher does 
not feel that the actual number of women with any one firm 
is extremely significant. For the record, however, the 
highest number of women listed in one office was eight. The 
heaviest concentration of responses (54.8 per cent) showed 
between one and three women employed in public relations 
positions. 
Although an exact figure could not be reached, about 
half the women listed as holding public relations positions 
have been in their respective jobs five years or less. 
Only 52 of the respondents listed exact job titles. 
The accent falls heavily on jobs involving writing, with 50 
per cent of the titles listed falling under this general 
heading; while 19 per cent of the total number actually 
have the word "editor" in their job title. There were 13 
per cent with the title of "director" of public relations. 
It is interesting to note that 46.9 per cent of the 
women holding public relations positions in the respondent's 
firm, were originally employed in the positions they now 
hold. A significantly high percentage (28.1) reached their 
positions in public relations through secretarial work, 
while 17.2 per cent began with jobs involving writing. The 
remaining persons do not fall into any specific category, or 
the respondent failed to answer the question. 
One factor that makes it difficult to state definitely 
13 
the significance of these figures is that in many organiza-
tions, women doing public relations work do not have titles 
or their titles are misleading. This point must be taken 
into consideration when reviewing the figures stated above. 
A social science magazine editor and publisher states the 
situation very well by saying: 
No title. Sometimes she is director of the 
speakers bureau. Right now she is laying out plans 
for a booth at the JCC national convention. Some-
times she is a press agent, sometimes an office 
arbiter. We started calling them PR people until 
the Social Service Department said all PR people had 
to be classified as fund raisers, so now we don't 
call anybody PR, not even me, and I'm charter 
member of the local PRSA chapter. (23-05} 
In an effort to determine if such a large percentage 
of firms have made a practice of employing women in their 
public relations departments, the respondents were asked if 
women had held public relations positions in their organize-
tion in the past. This revealed that 47.3 per cent had 
previously employed women, while 25.8 per cent had not. 
Another 26.8 per cent did not answer the question. 
An attempt to discover how many women previously had 
been employed by each company and for what length of time 
they had held their positions was unsuccessful. A suffi-
cient percentage of respondents did not give adequate 
replies to these questions. 
It would be difficult to ascertain how many women 
are available for employment who have extensive experience 
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and training in public relations work. 
The fact that 76.3 per cent of the firms surveyed had 
received applications from women for such jobs, indicates 
that many women are interested in getting into the field. 
In a cross-comparison, it will be recalled that of the 24 
firms that did not have any women in their public relations 
department, eight reported they never had received applica-
tions from women for such positions. A total of 10.8 per 
cent of the respondents had received applications over a 12 
year period or longer, while 20.4 per cent had only received 
applications in the last two years or less. 
The reader should be aware of the background of the 
respondents, such as his age, sex, job title, and past 
experience and training. These facts, brought out in the 
following paragraphs, will provide insight and pertinent 
information for the reader. It is hoped these facts will 
outline, to some extent, a picture of the respondent to be 
taken into consideration when evaluating the responses that 
have been made to the questionnaire. This information, 
together with knowledge of the nature of the organizations 
that are represented, will provide the background informa-
tion necessary for the reader to more clearly comprehend 
the statistics derived from this survey. 
Almost half of the respondents (48.4 per cent) are 
under the age of 45, while 38.7 per cent are between the 
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ages of 46 and 60. Only 4.3 per cent are over 60 years of 
age. The heaviest concentration (20.4 per cent) is in the 
41 to 45 age bracket, with a close 19.3 per cent following 
in the 46 to 50 age group. The following is a table illus-
trating the number of respondents--by percentage--that fall 
into the various age categories. 
TABI.;I II 
DISTRIBUTION OF RESPONDENTS BY AGE GROUP 
Age Group 
25-30 • • . • . . . . • . • • . . . • . 
31-35 . • . . . . • • • . • . . . • . . 
36-40 . . . . . . . . . . . . . . . . . 
41-45 • • • • • • • • • • • • • • • • • 
46-50 • • • • • • • • • • • • • • • • • 
51-05 • . . . . . . . . . . . . . . • . 
56--60 • • • • • • • • • • • • • • • 
Over 60 • • • • • • • • • • • • • • • • 
Percentage of 
respondents 
7.5 
7.5 
12.9 
20.4 
19.4 
10.8 
8.6 
4.3 
The dominance of men in the field of public relations 
is shown quite clearly by the fact that the random sample 
used showed that 85 per cent of the respondents are male and 
only 6.5 per cent are female, with 8.6 per cent not listing 
their sex. The original sample contained 12 women. 
In considering the length of time the respondent has 
been with his present organization, 34.4 per cent have been 
with their organization five years or less; 21.5 per cent 
rate between six and ten years employment; 16.2 per cent 
between 11 and 15 years; 7.5 per cent between 16 and 20 
years; and 9.7 per cent more than 20 years. 
The length of time that they have been in their 
present positions was also determined to be significant. 
Slightly more than half the respondents, (50.5 per cent), 
have held the position they now hold for five years or 
less; 19.4 per cent from six to ten years; 11.8 per cent 
from 11 to 15 years; 4.3 per cent from 16 to 20 years; and 
4.3 per cent more than 20 years. 
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The specific job title held by each person responding 
to the questionnaire was not necessarily one including 
public relations in its title, a point which was brought 
out earlier in the introduction. Therefore, the survey 
attempted to obtain some idea of what titles were being held 
by people currently working in public relations activities. 
The responses could not be broken down into categories 
involving exact titles in some cases, but the following 
shows the ones that were categorized. 
Job Title 
TABLE III 
JOB TITLES HELD BY RESPONDENTS 
Percentage of 
Distribution 
Director of public relations • • • • • • • • 24.7 
Professor of public relations. • • • • • • • 2. 2 
Professor of journalism. • • • • • • • • • • 2. 2 
President of organization. • • • • • • • • • 8.6 
Vice-president of organization • • • • • • • 10.8 
Community relations director • • • • • • • • 1.1 
Public relations supervisor, 
manager or editor. • • • • • • • • • • • • 12.9 
Assistant to president • • • • • • • • • • • 2. 2 
Account executive. • • • • • • • • • • • • • 7.5 
Uncategorized. • • • • • • • • • • • • • • • 28.0 
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In an effort to determine what background the respon-
dent had before assuming his current position in public re-
lations work, he was asked what job title he held before 
coming to work with the firm that presently employs him. 
An unusually large number (23.7 per cent) had held the title 
of director of public relations; 2.2 per cent had been presi-
dent of a company; 1 per cent had been community relations 
director; 2.2 per cent had been vice-president; 4.3 per cent 
had been account executives; 11.8 per cent had been public 
relations supervisor, manager or editor; 2.2 per cent had 
been assistant to president; and 2.2 per cent had titles 
involving research. 
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Along the same line of thinking, the occupation of 
the respondent before entering public relations work is of 
interest to the researcher. The most significant statistic 
here, is that 38.? per cent of the respondents were pre-
viously in the field of journalism. The other respondents 
fall into a variety of categories and are fairly evenly 
distributed among these, as the following table shows. 
TABLE IV 
RESPONDENT'S PREVIOUS BACKGROUND BEFORE 
ENTERING PUBLIC RELATIONS 
Occupation 
Journalism • • • • • • • • • • • • • • • • • 
Advertising ••••••••••••••••• 
Education. • • • • • • • • • • • • • • • • • 
Student ••••••••••••••••••• 
Sales work • • • • • • • • • • • • • • • • • 
Personnel work • • • • • • • • • • • • • • • 
Radio-television • • • • • • • • • • • • • • 
Publishing • • • • • • • • • • • • • • • • • 
Passenger representative 
or tr.affic manager • • • • • • • • • • • • 
Other. · . . . . . . . . . . . . . . . . . . 
No answer. • • • • • • • • • • • • • • • • • 
Percentage 
Distribution 
38.? 
12.9 
12.9 
1.1 
2.2 
2.2 
2.2 
1.1 
3.2 
4.3 
32.3 
Although the previous occupations and previous job 
titles may not have involved public relations work in their 
entirety, some of these positions included work of a public 
relations nature. This fact is brought out by the answers 
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received when the respondents were queried as to how long 
they had been working in some phase of public relations. 
Among the respondents, 30.1 per cent have been in public 
relations from six to ten years; 15.1 per cent five years or 
under; 12.9 per cent from 11 to 15 years; 10.8 per cent 
between 16 and 20 years; and 14 per cent over 20 years. 
As stated earlier, one of the reasons for the thesis 
was to gain information into what educational requirements 
presently were being accepted for people in the field of 
public relations. Of the respondents to this survey, 4.3 
per cent have a high school education; 4.3 per cent have 
business college training; 21.5 per cent have attended 
college; 24.7 per cent have graduated from college; 37.6 per 
cent have done graduate work in some area; and 7.5 per cent 
did not answer the question. The bachelor of arts degree is 
listed by 32.3 per cent of the respondents; 11.8 per cent 
with a bachelor of science degree; 14 per cent with a master 
of arts degree; and 5.4 per cent with a master of science 
degree. Other degrees were listed by 5.4 per cent of 
the replies. 
The major area of study in college was likewise 
examined by the survey, and the largest area of concentra-
tion was in journalism (28 per cent), which corresponds with 
the finding regarding the background of respondents before 
entering public relations. The next most popular area was 
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the field of English with 21.5 per cent; 9.? per cent in 
business administration; 5.4 per cent in economics; 3.2 per 
cent each in the areas of public relations, sociology, 
history, and psychology; and 2.2 per cent in speech and 
drama. Political science was among the areas listed, but 
because of an error in coding, the researcher was unable to 
determine the number of respondents majoring in this field. 
Since only a few of the respondents had had formal 
public relations training, they were asked if they had 
acquired additional, specialized training relating to their 
public relations job. To this question, 33.3 per cent 
replied that they had received additional training and 
45.2 per cent had not. 
CHAPTER II 
ATTITUDES 
I. GENERAL ATTITUDE 
The major question asked to determine the attitude of 
the respondent toward women working in the field of public 
relations was "how do you feel about employing a woman in a 
public relations job?" 
In answer, 53.8 per cent stated unqualified approval, 
while 22.6 per cent gave qualified approval. A total of 11.8 
per cent said that they had no objections to employing a woman 
in such a position. Only 6.5 per cent were against employing 
women in a public relations position. This number was divided 
equally between qualified disapproval and disapproval. 
Some of the qualified approvals were as vague as the 
one stated by the public relations director for a large 
electronics manufacturing firm. He said, "Depends on the 
job. If it is one which can be handled as well by a woman 
as a man, I'd hire the best person regardless of sex." (5-4) 
A respondent in an advertising agency was equally 
vague with "fine--providing she has the proper experience 
and suitable personality for this type of work." (15-10) 
A leading manufacturer of office machines and elec-
trodata processing equipment added a hopeful note that he 
was "mildly reluctant, but willing to be convinced." (23-00) 
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The wide acceptance of women in the field of education 
would indicate that it would be an area easily accessible to 
women entering the educational field in public relations; 
however, a public relations counselor at a large eastern 
university commented that, although he had no objections if 
the applicant were competent, "if I had only one job in my 
organization I would not employ a woman except under very 
exceptional circumstances." (6-7) This rather contradictory 
statement kept the response from being coded as a disap-
proval. A cross-tabulation between the nine respondents in 
the field of education and attitudes expressed in answer to 
this question showed that four gave unqualified approval, 
one qualified approval and three stated that they had no 
objections. One person did not answer the question. 
Some of the more constructive comments that were made 
indicated approval if the account demanded a feminine hand. 
One of the largest middlewestern radio stations responded, 
"Have open mind: Some assignments in press and client rela-
tions they seem to handle better than men as a rule; some 
types of assignments, including writing, they handle with 
more understanding than men." (14-6) 
A large southwestern railroad replied that "if we 
were able to undertake additional specialized activities, 
would favor it. Feel that men are best suited to the kind 
of assignments we are presently handling." (23-4) This 
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attitude on the part of the railroad industry was more 
bluntly indicated when one respondent in that field returned 
the questionnaire unanswered, stating in large letters 
scrawled across the top that "this is a railroad. We do not 
hire women." 
It is logical to assume that in industries where 
women represent a large portion of the consumer market that 
the attitude toward them would be positive. This, however, 
does not seem to hold true in the liquor industry, where 
women are known to represent a considerable portion of the 
market. A leading liquor distiller replied that "due to the 
nature of our business, I might hesitate." (l-20) Where the 
kindred fields of tobacco and beer have expanded their 
appeals to both men and women, thus recognizing openly the 
female market for their products, the old taboo against 
women drinking--or publicly admitting they drink--seems to 
still be intact if we are to assume that this respondent 
reflects the attitude of the industry. 
The 3.2 per cent of the respondents who stated un-
qualified disapproval gave the following comments: 
A large oil company: "Would do so only under acute 
shortage of qualified men, such as in wartime." (19-5) 
A southern trade organization: "No--this is a nop• 
profit organization in which the members and practi-
cally all the people we work with are men." (13-1) 
A sectarian hospital executive: "From my general 
relations with women in executive positions in 
business, would prefer not to employ a woman to 
do public relations in my office." (l-5) 
The general trend of qualifications were along the 
lines of such comments as: it depends on the woman; it 
depends on the job to be done; and it depends on if she is 
qualified. 
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It was interesting to note a prejudice voiced in the 
opposite direction by a woman who is a former public rela-
tions professor and has been for the past ten years the 
director of public relations for one of the oldest depart-
ment stores in the United States. Her comment was that 
"since this public relations department is in a department 
store only women are eligible for the department." (3-5) 
II. GENERAL AND PERSONAL OBJECTIONS 
In order to give the respondents a chance to differ-
entiate between general objections that exist regarding 
women working in public relations and specific objections 
that the respondent personally feels to be important, the 
question was broken down into three parts. 
To the question, "In your opinion, are there any major 
objections to women working in the field of public rela-
tions?" a total of 19.4 per cent replied that there were, 
while 79.6 per cent stated that there were not any major 
objections. 
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When asked how they felt about the objections, there 
was a wide range of answers. The same electronic equipment 
manufacturer quoted previously commented that "in public 
relations in an industrial firm, one is constantly associ-
ating with what is invariably an all male management 
group ••• to put public relations over and to win acceptance 
for it in the hurly-burly of industrial management takes man 
to man work. This puts women at a disadvantage." (o-4) 
A rather acute observation was made by a member of 
the steel industry who noted that "certain aspects of heavy 
industrial work offer some objections ••• Some men won't take 
career women seriously." (l-200) 
One comment said, "Women often are too limited in 
their abilities as analysts of situations, advisors to 
management, and planners of strategy and tactics." (24-1) 
Surprisingly enough this comment came from a west coast 
professor of journalism and public relations. It is thus 
indicated that a degree of prejudice against women in this 
field lies within the teaching profession itself. 
The comment from a metropolitan public utilities 
commission was that "the natural female desire to be a 
mother and housewife could make full-time employment 
difficult." (23-6) 
In expressing how he felt about the objections to 
women working in public relations, the vice-president of a 
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west coast public relations firm stated that he would prefer 
"not to have a woman account executive or assistant, unless 
she could accomplish the task much better than a man." (23-7) 
Two statements made that generally sum up the situa-
tion are those of the public relations director of a reli-
gious group. "I don't care personally, but there is a 
distinct 'sexual prejudice' against women in the business 
world and these attitudes naturally must be taken into 
consideration." (3-l) This is an interesting attitude when 
considered in the light of the tact that fund raising and 
service organizations were most often cited by respondents 
listing areas to which they think women should confine 
their public relations activity. Also of note, is the 
rather cryptic comment of a railway equipment supply 
house that "gals will have to win their spurs on their 
own." (14-10) 
When asked to state what their personal objections, 
if any, were to women doing public relations work, the 19.4 
per cent who responded affirmatively to the first part of 
the question were also the ones who listed personal 
objections. 
The objection most often quoted was that women are 
limited to the type of tasks they can undertake and unsuited 
tor certain client contacts. Some comments along this line 
of thinking are as follows: 
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Louisiana federal public service organization: 
"In some instances, locations, personnel,products, 
women are definitely out of place." (llw5) 
New York industrial public relations firm: 
"Sometimes they .are the 5th wheel at all male 
meetings--they must be used in spots--not gener-
ally as an equally good male." {l-45) 
Privately owned boy's rehabilitation school: 
"There would be customers whom the firm would like 
to entertain which a woman would be unsuited to 
undertake." {17-6) 
The second most often noted objection is the very 
obvious one that because of marriage, pregnancy, and family 
responsibilities a woman employee is of dubious tenure and 
thus does not justify training, or that she is unable to 
devote herself entirely to her job. A typical comment was 
made by a California public relations firm: "Pregnancy. 
Just when you get her trained, you lose her for a long 
period of time, possibly forever. They're more sensitive, 
more temperamental. You can swear at a guy's mistakes. 
From a woman you get tears." {23-7) 
There was a great deal of preoccupation with the 
female temperament, which raised such remarks as that made 
by the executive secretary of a sectarian New York hospital 
that "women in executive positions in public relations or 
any other field are difficult to get along with. They feel 
that they must try harder to achieve their goals. They feel 
that their sex is against them." Remarks of this type indi-
cate the gross generalizations made about women and the 
difficulty that exists in changing a prejudice that is so 
ill-defined. 
It was especially interesting to note that one of the 
objections voiced by men was also the one that was often 
mentioned in conversations the writer had with successfu1 
women practitioners in stating things they themselves found 
wrong with some women who enter the field. The following 
are indicative of these: 
University professor: 
"My objection is to some individuals who rely 
on femininity rather than brains." (6-7) 
Assistant to president of a university: 
"None, unless they should become too 'Fascinated' 
by their own participation." (22-3) 
Philadelphia charitable fund raising organization: 
"None, as long as they do not employ femininity 
as a substitute for ability.• (6-3) 
Washington, D. c. fund raising and lobbying group: 
"1. Personality traits. 2. Un-confidential 
characteristics." (3-9) (From other comments on 
the questionnaire, it was determined that the 
second comment referred to the inability of women 
to keep information confidential and the fact that 
they "talk too much.") 
A trade association respondent remarked that although 
he had no personal objections to women in public relations 
he was obligated to "consider whether others--especially 
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my members--might have some." (3-6) 
Another over-generalization of objections was made by 
a Michigan insurance man who commented that as far as objec-
tions went he had "none, but the usual human ones." (17-7) 
A hopeful note that it might be possible for a woman 
to fit into some previously inaccessible areas is "it's 
still a man's world, other opinions notwithstanding. The 
biggest objection to a woman in an executive position in 
public relations would be the fact that most of her counsel-
ling would be with males, most of whom feel they know busi-
ness and its problems better than any female. It would take 
a top personality to combat this objection." (14-10) 
A large pharmaceutical company summarized many 
objections with the statement: 
1. T~perament--many are too emotionally unstable 
to be suitable for the sometimes nerve wracking job. 
2. Uncertain tenure--may marry or become pregnant 
and leave. 3. They are at a disadvantage in a field 
where most of the contacts are with males. (14-5) 
III. MAJOR RISKS 
When asked what they felt were the major risks, if 
any, involved in hiring a woman in a public relations depart-
ment, 62.4 per cent listed one or more risks. Of this 
number, 60.3 per cent noted the risk that was also frequently 
mentioned as a major objection, the possibility of marriage 
and pregnancy. 
There was a division of responses when citing why 
marriage and pregnancy were the major dangers. A large 
percentage of respondents felt that this limited or made 
speculative the tenure of the employee. Another group did 
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not seem preoccupied with the effect on tenure but commented 
that marriage and a family created divided interest and 
prevented the employee from doing her best work. 
Some of the comments regarding marriage and family 
that were not directly related to tenure are the following: 
Professor of journalism and public relations: 
"That they'll get married, pregnant and not avail-
able at strategic times. Also think they're 
inclined to 'talk too much.'" (6-1) 
Texas public relations and advertising firm: 
"Marriage, pregnancy, conflicts with outside 
activities, tendency to be either remote or 
too friendly." (2-1) 
Illinois public utility: 
"Marriage, pregnancy, and probably some relative 
uncertainty about where they want to go with their 
careers. In addition to these hiring risks, there 
is probably also the on-the-job limitation on 
travel 1 where this involves association with 
men." \14-3} 
West coast public relations firm: 
"Pregnancy. If she's good, and gets anywhere, she 
has to confront a jealous husband's ego, and 
finally leave." 
The importance of the marriage-family factor is made 
more significant by the fact that the next most frequently 
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noted risk--that women are limited to the type of tasks they 
can perform--was cited by only 12.9 per cent of the total 
number responding to this question. 
The large number of respondents recording this 
objection could have, to a great extent, been predicted, 
since it is a known objection to employing women in any area 
of business from skilled labor to executive positions. 
It is, however, important to note that if the total number 
of respondents is considered that only 37.6 per cent felt 
this factor of sufficient import to comment on it. Also, 
there was a tendency among the respondents to consider 
marriage not as an end of employment in the field but only 
as a factor restricting the type of work the woman can do. 
This particular employment risk will be dealt with 
further in the overall conclusions. 
One comment on the subject stated merely that the 
risks involved depended on the "age and attractiveness" of 
the woman. (l-5) Another respondent remarked that "there is 
possibly the risk of personal attitudes, based on the fact 
she is a woman which allows her certain special privileges, 
that get in the way." (l-20} 
A rather interesting comment that had not occurred to 
the researcher is that "there is, of course, always the 
possibility that their presence will be resented when work-
ing on accounts most suited to men; also, that when public 
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relations work is connected with publicity, the male contin-
gent in executive editorial positions will be reluctant to 
deal with them, figuring that the sex angle is being injected 
to obtain publicity.~ (21-5) It could not be determined 
whether the respondent had actual experience with such a 
situation, but it was noted that at the time of the survey 
there was one woman who had been employed with his organiza-
tion for three months in the position of editor and was the 
first woman to be employed in public relations with that 
organization. 
A rather futile note was struck by the respo.nse from 
an instrument company that stated the risks were ~only those 
associated with the normal continuation of the war between 
the sexes." (l-9) No more hopeful is the comment of a 
Georgia banker that ~women do not command the respect in 
business that men do. Men have easier access to all doors 
than women. Women are sometimes more hysterical than 
men." (13-5) This last comment does not seem to reflect the 
general attitude in the area of banking, since, of the five 
respondents who are associated with banks, four gave unqual-
ified approval to employing women in public relations work 
and one stated that he had no o'bjections. 
No other objections were voiced with enough frequency 
to be of statistical importance, but the following is a list 
of the general breakdown of replies. They are given by 
number of times they were stated as the percentages are 
10 per cent or less of the total response. It should be 
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noted that the respondent was allowed to state as many items 
as he desired, thus the total is 1? greater than the number 
of respondents replying to this question. 
TABLE V 
SUGGESTED LIMITATIONS OF WOMEN IN PUBLIC RELATIONS 
Responses Number of 
respondents 
Inability to deal with top management. • • • • • 1 
General risks of her sex • • • • • • • • • • • • 5 
Sensitive and/or emotionally unstable. • • • • • 5 
Not career oriented. • • • • • • • • • • • • • • 2 
Same risks as hiring a man • • • • • • • • • • • 4 
Lack of acceptance by men in public relations. • 1 
Limited to type of tasks they can undertake. • • ? 
Physical limitations • • • • • • • • • • • • • • 3 
Difficulty in winning respect of male 
associates, clients, and/or company 
executives • • • • • • • • • • • • • • • • • • 6 
One manufacturer of automotive farm equipment replied 
that there was a rtdifficulty in working women into 'all male' 
meetings." (l?-5) A market research firm observed that "men 
are generally better speakers.rt (1-4) One respondent "would 
hesitate to give her an industrial account on her own" re-
fleeting what the researcher has observed to be a general 
feeling among businessmen that women are virtually rtout of 
placert in the industrial setting. Some of this feeling 
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naturally results from what would seem to be the logical 
reasoning that a successful person in any position in the 
company, and especially public relations, must have an 
understanding of the operations of the firm, materials used 
and many technical aspects that most women are not qualified 
to know. 
However, it would seem that by knowing the principles 
of public relations, a practitioner adequately can outline 
creative public relations programs, especially in the areas 
of product publicity, community relations and employee 
publications, without knowing a great deal about the tech-
nical aspects of the industry. 
The foregoing point is easily demonstrated by the 
number of large industrial concerns that hire private public 
relations agencies to handle this area rather than training 
a man in the detailed operations of the firm. It cannot be 
assumed that each public relations firm has a supply of 
account executives who have the technical background to 
handle a variety of industrial accounts. 
Some of the limitations placed on a woman in industry 
were well defined by a manufacturer of heavy industrial 
equipment who said that "the only risks, in my opinion, are 
physical. For example, I wouldn't assign a woman to handle 
a foundry tour, a coal-mine disaster or similiar Public 
Relations situation involving great personal hazards." (14) 
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Respondents generally stated in answer to question 
12 that they did not feel that a woman in public relations 
should only work in companies involved in a particular area 
of activity. A total of 76.3 per cent replied negatively 
when asked this question. Only 10.8 per cent felt women 
should be restricted to a particular type of company. Of 
these, the area they listed most was food products, followed 
by fund raising organizations and clothing, both ranking 
second, and service organizations. Other areas mentioned 
only once were areas concerned with beauty aids, household 
products and appliances and, in general, areas aimed at 
female buying habits. 
It was felt by the researcher that the attitude 
toward women working in the field of public relations 
logically was to a large extent, determined by the respon-
dent's acquaintance with such women and his evaluation of 
their effectiveness. 
A total of 97.9 per cent of the respondents know 
women who hold public relations positions. Of this number, 
54.8 per cent commented that they found their female col-
leagues to be very effective; 10.8 per cent said they were 
adequately effective; 5.4 per cent commented that they were 
as effective as their male counterparts; and 12.1 per cent 
said merely, that it varied with the individual, indicating 
that they could not make a statement that would adequately 
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evaluate each woman they were acquainted with in the field. 
Ten of those stating that they knew women in the field did 
not make any evaluation. 
There was a wide variety of comments when respondents 
were asked to evaluate the effectiveness of their female 
counterparts. There were several keen observations by a 
trade association executive, (3-6), and a member of a large 
pharmaceutical firm, (14-9), to the effect that although 
women are effective they do not hold "top executive positions 
in Public Relations." A member of an Illinois public rela-
tions firm stated that he felt women were "best in second or 
third echelon spots." (14-1) 
The reason for feelings along this line of thinking 
could be those stated by a Virginia hospital administrator 
who said that women were "very good, though sometimes lack-
ing in executive effectiveness when faced with unsympathetic 
administrators or boards." (8-1) This view was seconded by 
a respondent in the closely related field of hospitalization 
insurance who .said that women were "generally effective, 
depending upon the reasonableness of their superiors." (17-7} 
The general tendency among the comments noted was to 
restrict the area in which the respondent felt women were 
effective. Among others, a well-known aluminum producer, 
(23-25), a southern bank, (20-1), and a trade association, 
(7-2), felt women were particularly successful in the area 
of consumer attitudes. 
It was noticed that some respondents failed to con-
sider their services a "consumer product." In the highly 
competitive field of banking it may seem strange that some 
banks do not consider their customers as consumers or the 
services rendered as a marketable product. 
The trend, among those limiting the areas in which 
they felt women were effective, was to generalize in terms 
of women's interest groups, accounts that have to do with 
women or when companies' clients are V«>men. A Wisconsin 
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public relations firm stated more specifically that ''they 
are particularly effective when dealing with women depart-
ment heads on newspapers if they confine their activities to 
specialized subjects--dealing with women--and can assist in 
research." (21-6) Areas mentioned specifically were in 
dealing with teachers, producing house organs, department 
store work, advertising, editing and magazine work. 
A nationally known electronics manufacturer said, 
"We have some in ours {their effectiveness--excellent). 
One at our company is assistant corporate and personnel 
advertising manager. The other is editor of our prize 
winning {40,000 a month circulation) company paper.'' (5-4) 
On the minus side, some comments were: 
Farm supplies, Pennsylvania: 
"Some are too emotional to be stable under some 
circumstances. I suspect this is also true in 
lesser degree in some men." {6-11) 
Public service organization, Virginia: 
" ••• many times out of place in a group of men 
at a social gathering--alone.'' (11-5) 
Bank, Illinois: 
" ••• some are inclined to 'overdo' the 
charm." (14-4) 
In contrast to the high approval given by the New 
England electronics firm, an organization equally well-
known in the field replied that "to my knowledge, they're 
still ocn the payroll. None have made a marked impression 
on me pro or con." (23-00} 
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Very few people expressed the belief that effective-
ness was dependent upon the individual and not the sex. 
In reply to another question in the questionnaire 
designed to answer the question of whether women should work 
only in companies involved in a particular area of activity, 
only 10.8 per cent thought that women should be thus 
restricted. At the s.ame time, 76.3 per cent felt women 
should not be confined to any particular area. A total of 
12.9 per cent made no reply. 
Only 19 persons listed specific areas for assignments 
for women. Of these areas, assignments with food products 
ranked first, fund raising organizations and clothing came 
second, and service organization work was third. Because of 
the small percentage of people noting specific areas, this 
answer is not considered significant. 
CHAPTER III 
PERSONAL AND OTHER EMPLOnmNT CHARACTERISTICS 
I. PERSONAL CHARACTERISTICS 
An effort was made to determine what personal char-
acteristics were felt to be necessary for a woman in public 
relations. A large percentage, 44.1 per cent, gave no 
codable answer to the question. As might be expected, 
personality was the most often noted with 36.6 per cent of 
the respondents citing it, while 26.9 per cent stated appear-
ance and 22.6 per cent listed character. A good summary of 
the overall characteristics considered necessary was given 
by a Virginia hospital executive (8-1} who said: 
A quiet but effective personality; cooperativeness; 
conservative appearance; ability to speak clearly, 
succintly and to the point. 
Although some of the respondents listed a combination 
of characteristics that seemed more a businessman's dream 
than a reality, the majority stuck to practical requirements. 
A question of more significance followed that was 
designed to determine if these criteria were different from 
those required of a man in the same field. In reply, 18.3 per 
cent said that the criteria were different while 75.2 per 
cent said that they were not. The respondents who replied 
that there was a difference were asked to state the differ-
ences. Some of the comments follow: 
National trade association: 
"I would place more emphasis on intelligence and 
aggressiveness with a woman. She needs to over-
come this 'sex prejudice.'" (3-6) 
Pennsylvania farmer's association: 
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"Men sometimes are more likely to suspect motives 
of a woman." (6•11) 
Public relations firm: 
"Men need some other qualifications such as lead-
ership and proper balance between forcefulness 
and tact." (14-1) 
National fund raising and lobbying organization: 
"Appearances big factor--all aspects negative." 
(3-g) 
New York steel industry: 
"Sorry but sex is a factor, like it or not. Too 
much of the above can be dangerous in our type of 
work. Distracting, too. Some women can't help 
it.a (1-200) 
Georgia agricultural trade group: 
"Since character is apt to be judged more severely 
and tested, must be strong or else fortified with 
unusual discretion." (13-1) 
Texas trade organization: 
"A man normally makes his family responsibilities 
fit his job responsibilities; women normally want 
to make it the other way around." (10-8) 
When asked more generally what qualifications were 
required of women in public relations, there was no over-
whelming area of agreement among the answers. A widespread 
range of answers kept any one qualification from realizing 
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a significant degree of importance. The two most often 
noted were a college degree and experience in public rela-
tions; both receiving only 18.3 per cent of the respondents' 
vote. Next, with 15.1 per cent, was a broad arts and 
sciences background, which understandably could be totalled 
in with the college degree response to give it added weight 
and a proportion of 33.3 per cent of the total. 
Although the percentages of the other qualifications 
are not high, the answers included writing ability 9.7 per 
cent; psychology 3.2 per cent; acquaintance with media 5.4 
per cent; speaking ability 5.4 per cent; writing experience 
7.5 per cent and a degree in public relations 6.5 per cent. 
Two persons stated that a Master!sdegree in public relations 
was required and two noted a journalism degree or training. 
A total of 11.8 per cent remarked that the qualifications 
were the same as those for a man. The remaining 34.4 per 
cent did not answer the question, or gave an uncodable 
answer. 
One cryptic reply from a California public relations 
firm was "experience, experience, experience." {23-7) 
A New York steel firm cast a stone against education by 
saying that what is needed is "brains, creativity, hard 
work. Experience will come. Academic training is of little 
value for either sex in my opinion." (1-200) A rebuttal to 
this attitude was that expressed by a national liquor 
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distiller that commented: "Training in the field and strict 
adherence to the fundamental concepts that can make Public 
Relations an accepted, respected profession." (1-20) 
The question that arises for those who are concerned 
with the future of the profession and raising it's ethical 
standards is whether the best place to foster a strict 
adherence to high standards of ethics in a certain field is 
in the classroom or in the field itself. Practitioners in 
other professions spend many years in academic institutions 
learning the ethics which they must uphold along with the 
technical details of their chosen field. 
When asked if these criteria are different for a man, 
78.5 per cent replied that they were not. 
One of the differences, rather descriptively stated, 
was that of a California public relations man who said that 
"a man can be taught, because he'll be with you a long 
while, making it worth the effort. By the time you teach a 
woman, she's getting married or having a baby or some 
damned thing." (23-7) 
A helpful comment was entered by a University of 
Pennsylvania professor who said that the "only difference I 
see is that in addition to the above (a good background in 
the humanities, plus some skills in communication), a woman 
is well advised to acquire secretarial and stenographic 
training to break in." (6•1) The fact that this point is 
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well made will be brought out later when the jobs from which 
women were promoted into public relations are analyzed. 
A representative for a New York bank who stated that 
a Kaster's degree was necessary for a woman said that only 
a college degree or its equal was needed for a man. (1-00) 
A member of an industrial public relations firm said 
that nwomen are usually used in spots where economics and 
financial background are not needed.n {1-45) 
II. AGE AND .MARITAL STATUS 
A very big question in employment of women in any 
field has always been marital status. A significant 54.8 
per cent of the respondents said that it would influence 
their decision to employ a woman in a public relations 
position; 33.3 per cent said that it would not, and only 
6.5 per cent registered a qualified no. 
Although the main objections that were stated are the 
ones generally assumed in any tamale employment, some of the 
more comprehensive ones follow: 
Georgia bank: 
"It she has children, the door to home is never 
closed, even during working hours. A man is ex-
pected to close the home door problems when he 
goes to the office and he does. Also a husband's 
reputation and standing in the community influences 
the standing of the wife, but it is not true that 
a wife's standing influences public opinion." 
44 
Utah public utility: 
"In a young married woman, the probability of 
pregnancy would preclude making a large investment 
in training." 
Breakfast foods company: 
"If the position was one in a consumer service. 
The married woman would be more effective speak-
ing and writing to a married audience on use of 
soaps, mixes, et cetera." (1-6) 
Social science magazine editor: 
"If she planned to have a family; occupation of 
husband; possible interruption of work; husband 
might or might not be sympathetic and cooper-
ative." (23-5) 
Trade association: 
"She must make her job her primary career same as 
a man; be on call 24 hours a day, seven days a 
week." 
Pharmaceutical firm: 
"The possibility of marriage in the future which 
would take her away from the job. Unmarried 
woman is at a disadvantaee in her personal contacts 
with our publics." (14-5) 
Employee and labor relations firm: 
"If husbands occupation is competitive with my 
clients interest." (24-3) 
ln an effort ~o determine bow important the age 
factor is with regard to women, the respondents were asked 
it the age of a woman applicant would be a factor in the 
decision to hire her. Some 59.1 per cent replied that it 
would influence their decision and 29 per cent said that 
it would not. 
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Although these figures are significant, the research-
er was not able adequately to code and tabulate remarks 
about what way age would play a part. The comments noted 
were decidedly in favor of younger women. Some comments 
along this line follow that of an advertising agency execu-
tive who said that their company needs "fairly young women 
for flexibility of thinking and with enthusiasm for new 
ideas and ability to produce new ideas." (15-10) One firm 
put the decision on the part of the client by saying that 
"all things being equal, ability, et cetera, a young, 
personable woman would be more desired. The client would 
prefer it so." (23-?) 
A trade association executive secretary qualified his 
statement as a "purely personal preference" saying that 
"I am 32 myself. Would hire only young women, don't want 
any 'motherly' types around." (3-6) In the same vein, a 
spokesman for a southern medical association thought the age 
should be compatible with that of the rest of his staff, who 
had an average age of 35. (10-4) 
A public utility representative gave the most plau-
sible reason for hiring a young woman by saying that "she 
should have time to grow and fit into our public relations 
work." (14-3) 
The emphasis was placed upon maturity rather than age 
by a western telephone company and an aluminum manufacturer. 
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The major objection expressed ag&inst older women was that 
they were "too 'set' in their ways." (13-5) Another respon-
dent expressed it by saying "it has been my experience that 
many good women become 'hard headed' after passing a certain 
age." (8-1) A third comment along this line was that "every 
year above 35 would weigh against her for well established 
reasons. This liability could, of course, be offset by 
other assets." (23-00) The comment was also made that 
"older women may be less adaptable to the organization." 
(23-4) 
There was little emphasis on experience being the 
main factor. Only two or three people commented that 
ability and experience were more important than age. 
III. TRAINING 
On the subject of training for public relations work, 
in many oases the respondents listed more than one area 
which they felt would prepare a person for such a career. 
Journalism experience led the replies by being listed 43 
times and college with a journalism major, lo times, giving 
a total of 59 for some form of journalism background. The 
next most frequently cited background was in college liberal 
arts with 40 people listing this. Next were 11 respondents 
in favor of public relations experience with an additional 
five voting for education in public relations on an 
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undergraduate or graduate level. Communications media ex-
perience or education obtained ll votes while sales experi-
ence was listed nine times. Personnel or business adminis-
tration background was cited on five queries while public 
speaking and advertising drew four votes each. The least 
cited field was secretarial training which received only 
one supporter. 
When the respondent was asked what he felt was the 
best training tor women, in particular, going into public 
relations work, a multiplicity of responses was again given 
with 149 responses listed for the 73 people answering the 
question. It can be assumed that each respondent listed a 
choice of at least two background areas which he felt would 
be desirable. The frequencies with which each area was 
cited is as follows: .journalism, 39; college liberal arts, 
31; college with a journalism major, 17; public relations 
experience, eight; communications media experience, seven; 
secretarial training, five; sales experience, five; business 
or personnel administration, five; public relations educa-
tion, four; public speaking, tour; communications education, 
two; and advertising, two. 
Expressing the above figures in terms of what percent-
age of the total responses (156 tor the question pertaining 
to people in general and 149 pertaining to women specifi-
cally) were designated to each area, 27.5 per cent were in 
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favor of journalism experience; 25.6 per cent a college 
liberal arts background; 10.3 per cent college, with a major 
in journalism; and 7.1 per cent public relations experience. 
Journalism was thus favored, in either experience or formal 
education by 37.8 per cent of the respondents. 
The most obvious and significant fact here is that 
only five people thought a formal education in public rela-
tions was necessary or helpful. This does not seem unusual, 
however, when considered in correlation with the background 
of the respondents as 39.8 per cent majored in either jour-
nalism or English, {23 in journalism, 14 in English). Only 
one person stated that his background was in public relations, 
and this was included with business administration in the 
reply, so that it was not possible to determine if the res-
pondent had actually majored in the field. 
When asked what they considered the best training for 
women in particular, of the 149 responses given by the 86 
who responded to the question, 26.3 per cent felt that jour-
nalism experience was most important and 11.4 per cent chose 
a college major in journalism, making a total of 37.7 per 
cent in favor of some form of journalism training for women 
going into public relations work. Following the same pat-
tern, the next most frequently stated training was a liberal 
arts college education, receiving 20.8 per cent of the total. 
Thus, little differentiation is made between the training 
felt best for people in general and that for women. 
Only one respondent felt that a Master's degree in 
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public relations is necessary for a man entering the field, 
while three respondents felt that a woman needed this ad-
vanced education. Neither figure is strong enough to have 
any bearing, other than indicating the lack of importance 
this degree holds in the minds of people now working in the 
field. This lack of importance could, however, arise merely 
from the fact that the supply of such people is extremely 
limited. 
A brighter note is cast by the fact that 41.9 per 
cent replied that a Master's degree was "helpfulrt for a man 
and 38.7 per cent felt that it was "helpful" for a woman. 
Almost one-third, 31.2 per cent, thought such a degree 
unnecessary. 
Some comments taken from the responses indicate the 
general attitude of those giving both positive and negative 
answers. In the positive vein, the following comments 
were made: 
Massachusetts electronics manufacturer: 
"Given two applicants with equal experience, 
personality, et cetera, I'd hire the person with 
the Master's degree in public relations." (5-4} 
Georgia bank: 
"Fine, education and more education is always 
an asset.rt (13-5} 
Michigan insurance company: 
"Would make applicant all the more desirable." (22 ... 4} 
New York hospital: 
"The more education, the better. A client has a 
great deal of respect for counsel who is well 
educated, but don't flaunt it." (1-5) 
On the minus side of the issue, the following com-
ments were singled out as significant: 
New York industrial public relations firm: 
"A waste of t~e and money; time better spent 
learning to write." (1·45} 
California railroad: 
"Not essential. Writing experience more 
important." (23-4} 
Illinois railroad equipment supply: 
"Not needed. I'd rather see him spend that time 
workins on a newspaper getting to meet people." 
(14-10} 
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Two, rather errant, comments were: "Had people with 
Master's degree, would rather have person with grade school 
education with common sense and tact, et cetera." (2-2) 
not indicating the subject of the Master's degree for the 
people in question; and, "Phooeyl How can any college grant 
a degree in public relations. Honestly!" (14-7} 
MOre along the line of constructive comments were: 
"Can't hurt him, but a Master's degree in business or socia~ 
science and communications would be more helpful." (24-1); 
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"I feel it can become an intellectual strait jacket, and 
tends to over-assure applicants for jobs. I always scratch 
the degree and see what's underneath the surface." (17-7); 
and, "It would be good if backed up by sufficient study in 
the liberal arts." (24-3) 
A hopeful note was struck by several replies, such as: 
Eventually, not now. (23-15) 
At the moment it doesn't mean much--in five or 
ten years it will be desirable. If a person has 
an inclination to teach now or later it's 
mandatory. (14-9) 
Too new. I believe this will be a requirement 
eventually. (16-2) 
A New York steel firm executive commented that he 
"had bad luck with over-trained employees. They want to do 
what they have been taught, or what they theorize is proper, 
not what circumstances require." (1-200} 
An administrator for a Minnesota co-educational 
university remarked that he felt aKaster's degree in this 
field was "very unnecessary" for a woman. (22-3) 
CHAPTER IV 
SPBCIAI..li&D JOB AREAS AND FUTURE PROSPECTS 
I. SPECIALIZED ARBAS FOR WOMEN 
An outstanding 76.3 per cent of the respondents felt 
that women should not be restricted to work only in companies 
involved in a particular area of activity, while a .mere 10.8 
per cent thought they should be limited to the two .main areas 
of food products and fund raising organizations. 
Pursuing the question of limitations on women to the 
organizational level, about half the respondents (50.5 per 
cent) thought that women should work both within and outside 
the organization. Only 5.4 per cent thought they should work 
totally within the organization. 
Comments about this particular question were .many, 
such as: 
••• depends on ability and personality of the 
gal. (24-3) 
••• I fail to see why sex should have any bearing 
on this, unless the business was solely concerned 
with products for .men. (23-6) 
Both. If we agree women are as suitable as .men 
in the public relations job, why limit? (21-5) 
••• so long as activities are confined to women's 
groups. (19-5) 
Both, women are rapidly taking their places in busi-
ness activity and they have long been responsible for a 
large percentage of purchases. Probably a woman can 
better approach the woman's point on many sides.(22-8) 
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I believe a woman qualified to take a job in a 
public relations department should be able to perform 
in the same manner as a man, with the exception of 
situations involving personal hazard ••• (llt--45) 
Most outside-the-company contacts are men and 
habit being what it is men seem to prefer doing busi-
ness with men. I have observed that this is some-
what different, however, when public relations is 
being done for an association or society.(l4-9) 
The general climate of opinion was that you wouldn't 
hire them if they couldn't do both. 
II. WHERE TO BEGIN 
In an effort to determine the best method for a woman 
to get into public relations positions, the respondents were 
asked how they felt about promoting a woman from within 
their organization to a public relations job; 16.1 per cent 
strongly approved; 51.6 per cent approved; and 14 per cent 
gave qualified approval. 
The researcher was interested in finding out if the 
people who approved of employing women for public relations 
positions also approved of promoting them to these positions 
from within the organization. A cross-tabulation of these 
two questions, (Numbers 1 and 15), showed that 40 of the 50 
respondents approving of hiring women in such positions also 
gave unqualified approval to promoting a woman from within 
the organization. Only four of the 50 had qualifications. 
Of the three respondents who stated unqualified disapproval 
of employing women in such positions, two approved of 
promoting them from within. 
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Comments noted on this particular question gave the 
over-all impression that it was unlikely to find a woman 
already in the organization with the necessary training and 
experience. Further inquiry, as to whether the respondent 
would consider it necessary that a woman's past experience 
be in a position in his public relations office, found that 
67.7 per cent said no, and only 21.5 per cent said yes. 
Of the 76 people who gave some form of a9proval 
(strongly approve, approve, or qualified approval, and no 
objections) to promoting a woman from within the organiza-
tion to a public relations job, 12 thought that the position 
that would best prepare a woman for the new task would be 
in personnel; five chose secretarial work; 12, advertising; 
eight, jobs involving writing; eight, sales; four, market 
research; one, employee rela t5.ons; and, 26 gave no answer 
or one that could not be categorized. 
A cross-correlation of these same 76 respondents 
found that 58 did not consider it necessary that a woman's 
past experience be in a position in the public relations 
office and only 15 thought that it should be. 
Another question, designed to determine the image the 
public relations practitioner has of the specific area that 
women in this field should concern themselves with, showed 
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that 21.5 per cent felt they should not be restricted to any 
one area. However, 20.4 per cent chose positions involving 
writing; 9.7 per cent handlin~ company contacts with women 
and women's organizations; 7.5 per cent, community relations; 
and, the remaining amount being scattered over a wide variety 
of positions. 
The acceptance of a woman in a public relations de-
partment by the other members of the firm is a very impor-
tant aspect of her success and over-all acceptance in the 
field. Consequently, the respondent was queried as to 
whether he thought he would meet with opposition from other 
members of his firm, if a woman was considered for employ-
ment in the public relations department. Seventy-two per 
cent of the replies stated that they did not feel they would 
meet with opposition from other members of their firm, while 
only 15.1 per cent felt that there would be some controversy 
over the matter. 
Realizing that the attitude of the public relations 
man does not necessarily re'flect the attitude of the firm, a 
comparison of certain responses were made and it was found 
that of the 71 respondents who gave approval to employing 
women in public relations, only eight tlmught that they would 
meet with opposition from other members of the firm. However, 
of the six people who expressed disapproval of such a policy, 
four commended tbat they felt they would encounter opposition. 
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In examining what types of industries were represented 
by those declaring that they would meet with opposition in 
such a case, no trend was indicated. However, for general 
information, the areas where it was indicated that some 
resentment might exist were the following: public service, 
public relations firms, household products and appliances, 
heavy industries (oil and steel), educational institutions, 
and trade associations. Some of these will probably seem 
obvious, but the researcher found it curious that public 
service, household products and appliances, and educational 
institutions were among the group, as these are generally 
considered to be areas where women can find acceptance. 
The underlying basis for attitudes toward a subject 
generally is governed to some extent, by the person's past 
experience with that subject. With this in mind, the respon-
dents were asked what had been their past experience with 
women employed in public relations in their own organization. 
The replies revealed 23.7 per cent, excellent; 24.7 per cent, 
good; and 19.4 per cent, fair or satisfactory. None replied 
poor, while 31.2 per cent did not reply. 
A directly related factor is that 35.5 per cent of the 
organizations were ones whose product or service is designed 
for female consumption and 38.7 per cent were not. Twenty-
four respondents failed to supply this information. 
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Some of the comments gained when asked if the re-
spondent felt a woman would be more effective in promoting 
his company's products than a man follow: 
No it involves politics, diplomacy, et cetera. (21-6~ 
Yes. She's got more sense that most men, she is 
less apt to fake it through; she has great pride in 
outward impressions and inward convictions. (21-6) 
Yes, if qualifications were the same, sex would 
make very little difference. (23-6) 
No. The public has more confidence in men when 
thinking and or talking of possibility of enemy 
attack, protection, national survival. (11-5) 
(Public Service organization) 
Yes, Public Relations in banking. This is a 
growing field for women, as women are controlling 
more and more of the wealth and are going into the 
business world more and more. (13-5) 
Yes, I do. Look at the success of Betty Crocker. 
(22-4) 
Yes, may work with and under supervision of men. 
(14-7) 
Yes, in some cases because of their keener under-
standing of women's interests. (14-6) 
Somewhat ••• no, men make the decisions on our prod-
uct almost 100 per cent. (17-4) 
Along the same line of thought, the respondent was 
asked if he felt women were more effective than men in pro-
moting his particular company's product to a female client 
or public. In reply, 15.1 per cent thought women were more 
effective, 39.8 per cent thought them equally effective, and 
only 9.7 per cent felt they were less effective. In 
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promoting their product to male clients or publics, only 
3.2 per cent of the respondents felt women were more effec-
tive, while 35.5 per cent thought them equally effective, 
and 28 per cent felt they were less effective. 
The extent to which women inspire confidence is a 
highly controversial and age old discussion. Of the people 
who replied to this particular question on the survey, only 
45.2 per cent were evenly divided with 14 each, between the 
idea that female clients have more, equal (to men), or less 
confidence in their product or service if a woman represents 
their organization. Although not too dissimilar from this, 
when asked if male clients tended to have more or less con-
fidence in their product when represented by a woman, the 
respondents voted 25 per cent (of those replying to the 
question) that women were more effective than men; 35 per 
cent, equally effective; and 40 per cent, less effective. 
III. RESTRICTIONS 
The respondents were asked if they felt women should 
be used in only certain kinds_of jobs within the public 
relations framework. Only 21.5 per cent felt that women 
should be restricted to certain areas, while the majority, 
(57 per cent), felt that they should not. 
As well as answering the general question of whether 
or not women should be accepted in only certain aspects of 
public relations, the researcher attempted to determine in 
what areas of public relations activity would the respond-
ent be most likely to employ a woman. 
The area receiving the highest number of votes was 
jobs involving writing, 41.9 per cent. The vague general 
category of ,iobs involving personal contact were clted by 
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29 per cent of the respondents. The respondents were not 
given choices here, but were given an open-ended question 
and their answers were coded by the researcher. Other areas 
noted and receiving less than 10 per cent response were the 
following: community relations, employee relations, con-
tacts with female public, advertising, sales, product pub-
licity, radio-television area, and research. 
It was felt necessary that a restatement be made of 
the beginning major question, 11 how would you feel about 
employing a woman in a public relations job in your own 
office?" This was done by putting the respondent in the 
hypothetical position of having a position open in his own 
public relations department. At this point, almost at the 
end of the questionnaire, the respondent was asked, "If 
there were a public relations position available in your 
office, would you employ a woman for the position?" A sig-
nificant 67.7 per cent answered that they would employ a 
woman; 8.6 per cent replied that they would not; and, 21.5 
per cent refrained from answering. 
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As men1iioned above, this question represents another 
approach to obtaining an indication of how the respondent 
actually feels about hiring a woman employee in a public 
relations position. A comparison of the responses to this 
question and the beginning one showed surprising results. 
Of the 50 persons who originally stated approval, only 37 
felt that they would employ a woman if there were a public 
relations position available in their office. This seeming 
inconsistency is accounted for by the fact that 12 of those 
responding affirmatively to question Number 1 failed to 
answer this question. Only one person in this affirmative 
group indicated, when asked the question in a more real-
istic way, that he would not consider employing a woman. 
Of the 11 people supposedly having no objection to this 
practice, two indicated they would not consider a woman for 
such a position. One respondent out of the three stating 
qualified diss.pproval indicated acceptance of a woman for 
the position. The disapprovin~ three respondents remained 
consistent. 
The researcher hoped to ascertain what type of back-
ground the public relations practitioner considered most 
desirable for a woman going into various fields of public 
relations. The question, however, proved too ambiguous or 
too lengthy to receive enough attention from the respondent 
to make the responses significant. 
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It is unfortunate that this particular body of infor-
mation was not usable, but it appeared evident to the re-
searcher, from the variety of responses to this particular 
question, that some respondents read the question hastily 
and misinterpreted it. 
IV. EQUAL! TY OF SALARY SCALE 
When queried as to whether women work on the same 
salary scale as men doing the same job, 33.3 per cent re-
plied that women in their organization were paid on a com-
parable scale to men; 31.2 per cent said they were not; and 
34.4 per cent did not answer or felt that the question was 
not applicable since they had no experience on which to base 
an answer. 
To get at the basis for determining salary in the 
public relations field, the following question was asked: 
"Do you feel that the salary scale for a public relations 
position in your organization is determined by the particu-
lar type of public relations job that it is or by the type 
of person that is required to fill it?" (question Number 32). 
In answering, 19.4 per cent felt that it was determined by 
the job; 18.3 per cent felt it depended on the person re-
quired to do the work; and 29 per cent felt it depended on 
both. 
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Sympathy expressed by the firms where the salary was 
comparable, ran as follows: 
Doesn't really seem fair does it? (14-9) 
It's not right but I don't pay the salaries or 
set the scale. (15-10) 
It's not fair but it's the way things are. I 
give all the girls a better than average break, but 
to have equal pav would subject me to criticism from 
my members. (3-6} 
It's getting better. (13-5) 
A helpful comment made by a Colorado oil firm was 
that women "haven't had experience or ability comparable to 
men." (19-5) 
An interesting idea that was encountered when the 
questionnaire was pretested was that women lowered the sal-
ary in certain areas of public relations work because they 
would work for less than men. It was felt they were able to 
do so because they did not bear the expenses of a family. 
The implied consequence was that men in these areas had to 
work for less than they felt their services were worth. 
A comparison of answers on these two questions showed 
that the firms where women did receive a salary equal to men 
were pretty equally divided on the subject of whether this 
was determined by their job was 8.6 per cent; the person 
filling the job was 8.6 per cent; or both was 9.7 per cent. 
In contrast, in the firms where the salary was not equal, 
4.3 per cent thought it depended on the job; 6.5 per cent 
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the person; and 12.9 per cent voted for both job and person. 
In the way of facts and figures about the women 
employed in the field of public relations on the basis of 
the firms surveyed, the following table illustrates the num-
ber of firms employing women in the various salary groups. 
The table is constructed to begin with the area of greatest 
concentration of salaries down to the least concentration. 
TABLE VI 
Concentration of Salaries 
-------
Percentage of 
Respondents Salary Groups 
28.0 
25.8 
19.4 
7.5 
7.5 
4.3 
. . . . . . . . . . . ••••• $5,100-$6,000 
. . 
. . . 
. . . . . . . . . . 
••.•.•• 4,100- 5,000 
••••••• 3,000- 4,000 
. . . . . • 7,100- 8,000 
. . . . . . . . . . . . . . . • 6,100- 7,000 
. . . . . . . . . . . . . . . . . 12,000 or over 
V. PUBLIC RELATIONS FUTURE FOR WOMEN 
The final subject approached was of a speculative 
nature and allowed the respondent free reign to express his 
attitude toward the whole subject in terms of optimism or 
pessimism for the future of women in public relations. This, 
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however, cannot be viewed as an objective observation as to 
how people now working in public relations foresee the 
future for women in the field. It is, more nearly, a pro-
jection of their own attitudes toward the subject, or, at 
best, a combination of both. Only one respondent felt that 
the future for women was better than for men; 16.2 per cent 
felt it was equal for both; the majority, 51.6 per cent, 
felt it was very good, but less than equal to men; 16.1 per 
cent regarded it as average; and one person felt it was 
below average. No respondent was pessimistic enough to 
regard the future for women in public relations as "poor." 
A comparison between the outlooks expressed for the 
future and the type of firm expressing these feelings was 
made in order to determine if a trend was indicated in any 
particular types of firms. Although not indicative of any-
thing, it is interesting to note that the solitary respond-
ent who felt that women will have better opportunities in 
public relations in the future than will men, was from the 
field of household products and appliances. The attitude 
that the opportunities would be equal for both men and women 
was fairly evenly distributed over all nine categories of 
firms. The 11 very good but less than equal to men" group was 
concentrated in the areas of public relations firms, house-
hold products and appliances, and educational institutions. 
The group believing that the opportunities for women were 
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average, though as widely distributed as the others, 
centered most heavily in public relations firms. The steel 
industry was the sole expresser of the thought that the 
opportunities were below average. 
CHAPTER V 
ANALYSIS OF CROSS-BREAKS 
The researcher felt that a straight analysis of the 
respondents' answers to the individual questions did not 
give sufficient insight into their.attitudes, and that it 
would be beneficial to compare the responses on many differ-
ent questions. The following is an attempt to interpret in 
greater depth the responses received on many of the ques-
tions. 
The conclusions drawn from comparing the way a 
respondent reacted to two separate questions may be entirely 
individual. In other words, there will be several reasons 
why a respondent may have reacted to one question with a 
particular attitude and seemingly contradicted himself by 
his answer to another, similar question. It is not neces-
sary, or, indeed not in the power of the researcher to 
determine the specific cause for such contradictions or 
inconsistencies. There are, undoubtedly, individual reasons 
for these results and the researcher cannot set himself up 
as a judge to choose which, of all available reasons, pro-
duced the results under consideration. Therefore, the 
researcher will only attempt to bring forth the actual sta-
tistical comparisons between ans.wers. Any general indica-
tions or patterns that might be formed in these comparisons 
will be dealt with in the summary. 
The most obvious comparisons begin with the initial 
attitude probe made in the first question and later, simi-
larly related questions. Also, it was felt necessary to 
determine what restrictions those giving unqualified 
approval to the employment of women in public relations would 
place on prospective incumbents. This would give an idea of 
what demands will be made of women going into such a field 
where her sex is not considered a handicap by those !~medi­
ately responsible for her selection or rejection for a 
position. 
The following paragraphs are breakdowns of answers 
given by this group to 14 significant questions. Of the 50 
respondents giving unqualified approval, 58 per cent feel 
that age would be a factor in the decision to hire a woman 
and 32 per cent did not concur. 
These same 50 respondents were fairly evenly divided 
on the question of marital status as an influence on employ-
ment decisions, as 42 per cent responded that it would 
influence them, while 46 per cent said it would not and 16 
per cent replied maybe. 
Although mentioned earlier, it seems advisable to 
reiterate that 80 per cent of this group gave approval to 
the idea of promoting a woman from within their organization 
to a public relations job, while only 8 per cent expressed 
qualified approval. 
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Along the same lines of employment and placement, 82 
per cent felt that a woman in a public relations job should 
not be restricted to companies involved in a particular area 
of activity; and only 4 per cent felt that they should be 
restricted. Similarly, 56 per cent felt that a woman should 
be assigned to work both within the organization and in a 
capacity representing the company outside the organization. 
Only 2 per cent voted that she be limited to working outside 
the organization, and none felt she should be restricted to 
work entirely within the organization. 
A restatement of the question whether the respondent 
approved of the employment of women in public relations was 
made in the form of a direct question of whether he would 
employ a woman if such a position were available in his own 
office. A comparison of responses to these two questions 
shows that 74 per cent of those giving unqualified approval 
felt they would hire a woman in a public relations position 
in their own firm, and 2 per cent replied that they would 
not. 
Regardless of the attitude of the head of the public 
relations department, in many organizations other members 
have a great deal of influence over the employment of per-
sonnel. To determine whether the respondent who approves of 
women in this field would be likely to meet with opposition 
from within his firm, the responses to these two questions 
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were compared. An encouraging 82 per cent felt that they 
would not meet with opposition and 8 per cent felt that they 
would. 
In evaluatinB the effectiveness of women with whom 
the respondents are acquainted in public relations depart-
ments of other companies, 52 per cent rated them very effec-
tive; 8 per cent adequately effective; 8 per cent as 
effective as male counterparts; 10 per cent felt that it 
varied with the individual concerned; and the remaining per-
centage gave no answer or an uncodable one. 
Of the companies in which the favorable respondents 
are located, 44 per cent produce products or services 
designed for female consumption and 32 per cent do not. The 
question was not applicable to the remaining 24 per cent. 
Accordingly, 48 per cent felt that women were equally as 
effective as men in promoting their company's product or 
service to female clients or publics while 18 per cent felt 
that women were more effective, and 4 per cent voted that 
they were less effective than men. 
The correlation between those respondents with 
unqualified approval of women in public relations and those 
actually employing women at the present tlme in such a capa-
city has been discussed earlier. For a restatement of the 
figures, 84 per cent of those expressing unqualified approval 
currently employ women in public relations positions and 14 
per cent do not. 
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When asked a question regarding the opportunities for 
women in public relations in the future, 2 per cent felt 
that they were better for women than men; 20 per cent felt 
that the opportunities were equal to that of men; 54 per cent 
believe them to be very good, but less than equal to men; 
and 12 per cent anticipated average (as good as they are 
currently) opportunities for women. 
A look at the firms represented by the respondents 
showing unqualified approval of women in public relations 
indicates a very even distribution with no less than 6 per 
cent and no more than 14 per cent of the respondents appear-
ing in organizations involving public service, public utili-
ties, banks, public relations firms, manufacturers of house-
hold appliances and products, steel, oil and heavy industry, 
educational institutions and fund-raising, non-profit organ-
izations. Those categories not appearing in the favorable 
group are trade associations and lobbying groups and those 
in the field of public relations and journalism education. 
The breakdown of attitudes in terms of types of organiza-
tions will be handled separately later in this section. 
The researcher was interested to discover whether the 
age of the respondent in any way reflected on his attitude 
toward women in public relations. A comparison of answers 
shows that favorable attitudes are fairly evenly distributed 
among all the age groups responding and that, normally, the 
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greatest concentration of favorable attitudes corresponds 
closely wlth the greatest concentration of respondents--in 
the 41-50 age bracket. 
Similarly, it was felt that the sex of the respondent 
should be taken into consideration. However, since the 
majority of respondents, (85 per cent), are male, there can 
be no significant comparison. It is interesting to note, 
however, that of the six female respondents only four gave 
unqualified approval of women in public relations and two 
stated qualified approval. 
The length of time that the respondent has been in 
the field of public relations was compared with his attitude 
toward women in his field. The number of favorable atti-
tudes expressed in each category compare proportionately to 
the number of respondents falling into that category, except 
for the group who have been in public relations from six to 
ten years. In this case, those respondents having favorable 
attitudes are not proportionately related to the number of 
respondents in that category. 
As a result of the fact that only three respondents 
expressed disapproval and only three expressed unqualified 
disapproval of the idea of the employment of women in public 
relations, the researcher did not feel that comparisons 
similar to the foregoing ones would be significant. 
The educational background of the respondents has 
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been stated earlier, and this information in terms of atti-
tudes expressed on some of the questions related to educa-
tion should be discussed. Of the 41 respondents who have 
college degrees, none felt that a Master's degree in public 
relations is necessary in preparation for a man planning to 
enter that field. However, 36.9 per cent feel that it would 
be helpful; 12.1 per cent replied helpful but not necessary; 
and 36.9 per cent replied unnecessary. 
When this group was queried as to whether they felt a 
Master's degree in public relations is necessary for a woman 
going into the field of public relations, the statistics 
came out exactly the same as for the question relatin~ to 
men: 36.9 per cent, helpful; 12.1 per cent, helpful but not 
necessary; and 36.9 per cent, unnecessary. 
Of the 18 respondents havin~ Master's dep,rees them-
selves, 72.2 per cent voted that such a degree would be 
helpful; one person felt that it would be helpful but not 
necessary; and 16.7 per cent voted unnecessary. 
Similarly, on the question of such a degree for women 
the percentages were almost the same as for men in each 
category with the exception that one of the two respondents 
who felt that a Master's degree was unnecessary for men 
declined to answer the question with regard to women. 
Further investigating the relationship between the 
education of the respondent and his views on the education 
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of man and women going into public relations, the following 
comparisons were made, according to the subject in which the 
respondent majored in college. The questions were answered 
regardless of whether the respondent graduated from college. 
In many cases, the respondent listed mora than one major, 
which means that the numbers will have to be considered as 
approximations rather than exact figures. 
The one person who thinks that a Master's degree in 
public relations is necessary for both man and women going 
into the field majored in business administration. Two 
others, in addition to this respondent, feel that the degree 
is necessary for women and these respondents majored in 
English and political science. Of those respondents who 
believe that such a degree is helpful for either men or 
women listed the following fields as one of their majors: 
ten in journalism; two in public relations; nine in English; 
two in sociology; one in history; two in psychology; one in 
speech and drama; two in business administration; and one in 
economics. As mentioned earlier, as a result of an error in 
coding, the number appearing under political science cannot 
be used. 
Those thinking that a Master's degree is helpful but 
not necessary for men had the following representations: 
four in journalism; two in English; one in sociology; one in 
psychology; one in speech and drama; and one in economics. 
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These figures were almost the same on the question involving 
a Master's degree for women, except one psychology major and 
one journalism major decided that the degree was unnecessary 
for women. 
Those respondents feeling that such a degree is not 
necessary for either women or men majored in the following 
areas: ten in journalism; five in English; two in history; 
one in psychology, and three in economics. An additional 
respondent who had failed to answer the question regarding 
the education of men in public relations, noted that he felt 
it was unnecessary for women. 
In an effort to determine whether the sex of the 
respondent directly affected his ideas on the type of job a 
woman should hold within the public relations structure of 
the organization, these two items of the survey were com-
pared. 
The male respondents voting that a woman in a public 
relations department should be assigned to work both within 
and outside the organj_zation numbered 49.h per cent of the 
total male respondents. Only 1.3 per cent felt thev should 
be restricted to work outside the organization, and 5.1 per 
cent were in favor of work entirely within the organization. 
On the feminine side, four of the six female respond-
ents felt women should work in both facets of public rela-
tions work and two did not answer the question. 
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To see if any trend could be observed regarding sal-
aries and number of women in public relations in each firm, 
these two groups of information were compared. 1be range of 
salaries is from $3,000 to $12,000 with four respondents 
listing a salary of over $12,000 for women in their firrns. 
The heaviest concentration, 38.7 per cent of the respondents 
replied that there were between one and four women employed 
in public relations positions in their office and that the 
salary range for this group was between $3,000 and $6,000. 
The firm listing the most number of women employees 
in public relations, (eight), listed the salary range for 
these employees between $10,000 and $12,000. Six comnanies 
claiming between one and three women employees, listed their 
salary ranges between $7,100 and $10,000. Four companies 
listed salaries for women in excess of $12,000. One of 
these companies employed two women, one employed three 
women, one employed five women and the fourth failed to 
state the number of women employees. 
In the body of the questionnaire, the respondent was 
queried as to whether his company's product or service was 
designed for female consumption. The researcher thought it 
would be interesting to compare this with an actual break-
down of the types of firms the respondents represent. The 
outcome may be as puzzling to the reader, as it was to the 
researcher. The following organizations replied that their 
product or service was not for female consumption: one 
public service organization; one public utility; one bank; 
six public relations firms; two household products and 
appliance organizations; six steel, oil and heavy indus-
tries; two educational institutions; three trade associa-
tions and lobbying groups; one insurance company; and, one 
fund raising, non-profit organization. 
It is interesting to note that some members of each 
of these fields with the exception of fund raising, non-
profit organizations, replied that their product was 
intended for female consumption. Since it is impossible to 
determine in what manner or with what reference the respond-
ents answered the question of a female public, no evaluation 
can be made concerning the divergence of answers on this 
particular question. The problem itself indicates that 
there is some disagreement as to exactly who the consumer 
is for each organization. This point will be discussed in 
greater detail in the s~mary. 
The attitudes of the respondents toward the future 
of women in public relations may well be related directly 
to the type of firm he represents and also to his feelings 
about the future of women in public relations. Both of 
these items were compared with the question of whether the 
respondent would employ a woman if there were a public 
relations position available in his office. Of the 63 
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persons who responded that they would employ a woman if such 
a position were open, 19.1 par cent feel that the future of 
women is equal to that of men; 57.1 per cent feel that it is 
very good but less than equal to men; 14.3 per cent feel 
that it is average; and, one person replied that it is better 
than for men. Of those who would not employ a woman for a 
public relations vacancy in their.office, one feels that the 
future for women is equal to that of men; four voted for 
very good, but less than equal; two felt it was average; and 
one replied below average. 
For an indication of what fields are likely to be 
most receptive to employing women in their oublic relations 
office, of those giving unqualified approval, 6.4 per cent 
are in public service organizations; 6.4 per cent are in 
public utilities; 6.4 per cent are in banking; 11.1 per cent 
are in public relations firms; 12.7 per cent are in house-
hold products and appliances; 4.7 per cent are in trade 
associations and lobbying groups; and 4.7 per cent are in 
insurance. 
Those replying that they would not employ a woman in 
a public relations vacancy in their office were found in 
the following areas; one in public service; two in public 
relations firms; two in steel, oil and heavy industries; 
and two in trade associations and lobbying groups. 
For a comparison of how the attitudes of respondents 
78 
in the various fields compare with the number of resnondents 
from each field, see Figure 1 on the following page. On 
Figure 1, the blue line indicates the number of respondents 
in each type of organization and the red line indicates the 
number of respondents within those organizations expressing 
unqualified approval of women in public relations. 
The researcher investigated the idea of whether women 
are employed on the same salary scale as men doing the same 
job and comparing this with whether the respondent felt that 
this scale in his organization is determined by the particu-
lar type of public relations job or the person required to 
fill it. In the firms where women are employed on the same 
salary scale as men doing the same job, the answers were 
almost evenly divided: eight felt that the salary scale for 
a public relations job is determined by the type of job; 
eight voted that it is determined by the person needed for 
that ,iob; and nine felt that both factors hav.g to be taken 
into consideration. 
Those respondents in firms that do not employ women 
on the same salary scale as men gave the following replies: 
four thought that the salary scale for a public relations 
position is determined by the job; six voted that it was 
determined by the person required to fill the job; and 12 
considered both factors of equal importance. 
Investigating further in what areas the best future 
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may be for women in public relations, the responses to the 
question of what the respondent feels the opportunities will 
be for women in the future were compared in terms of what 
type of firm the respondent now represents. 'i'he largest 
number of respondents, {51.6 per centj, feel that women have 
a very good future but less than equal to the future for men 
in public relations. Of this number, 4.2 per cent are in 
public service organizations; 6.3 per cent are in public 
utilities; 4.2 per cent are in banking; 10.4 per cent are in 
household products and appliances; 8.3 per cent are in steel, 
oil and heavy industries; 10.4 per cent are in educational 
institutions; 8.3 per cent are in trade associations and 
lobbying groups; 6.3 per cent are in insurance; and 2.1 per 
cent are in fund raising and non-profit organizations. 
Of the 16 who feel that women's chances are equal to 
that of men, two each are from the fields of fund raising, 
non-profit organizations, public service, public utilities, 
and household products and appliances. The areas of bank-
ing, public relations firms, steel, oil and heavy industry, 
educational institutions, traue associations and lobbying 
groups contributed one respondent each to the ''equal to 
that of men" group. 
The sole supporter of the idea that women may have 
a better future than men in public relations came from the 
area of household products and appliances. On the negative 
end, the one respondent believing that women have a below 
average future in the field came from the area of steel, 
oil, and heavy industry. 
Those having views that women's future in such a 
field is average--meaning currently average--come from the 
following areas: one in public utility; two in banking; 
four in public relations; one in steel, oil, and heavy in-
dustry; and two in educational institutions. 
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The only person who felt that the future for women is 
less promising than the current situation indicates came 
from the field of business dealing with steel, oil, and 
heavy industry. 
Along the same line of comparing the type of firm the 
respondent represents with other factors, an analysis was 
made to determine in what type of firms women receive the 
highest and lowest salaries. The three types of firms list-
ing women employed in public relations positions earning 
over ~12,000 per year fall into the categories of public 
service, public relations, and household products and ap-
pliances, the latter showing two people at this salary while 
the other two list only one each. The lowest salaries, 
between $3,000 and $4,000, are listed, one each, in the 
categories of public service, banking, public relations, 
educational institutions, and insurance. 
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Narrowing the comparison of responses to a more per-
sonal factor, the age of the respondent was investigated in 
relation to whether he would employ a woman in a public rela-
tions position if such a vacancy were open in his own office. 
The results are fairly proportionate to the number of people 
within each age group and a graphic comparison of the curves 
representing the number of people in each age group and the 
number replying affirmatively to the question would show 
great similarity. The greatest divergence appears in the 
age group between 25 and 30 years of age. In this group 
there are seven respondents, but only one states that he 
would employ a woman if a vacancy existed in his own office. 
However, the possible explanation for this is that only four 
of the seven answered this particular question. Otherwise, 
the comparison between these two factors does not seem sig-
nificant other than to indicate that the age of the person 
responsible for employing women in a public relations office 
has no direct or determinable bearing on his attit;ude toward 
employing women in such a capacity. 
Further comparing the respondent and his responses, 
the researcher investigated what the public relations man 
(who has had additional, specialized training relating to 
public relations work) feels the training should be for 
women in public relations. One-third of the respondents 
have had such training and of this number, 11 felt that 
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journalism experience is the best training for women in pub-
lic relations and five felt that a college degree with jour-
nalism as a major could best serve a woman thinking of a 
career in public relations. Ten voted for a liberal arts 
background; three for communications media experience; three 
for public relations education; two each for public speaking, 
secretarial training, business or personnel administration, 
and sales experience; and one each for communications educa-
tion, public relations experience, and advertising. 
It was felt that those respondents who had not had 
any additional training relating to their work might indi-
cate what they might feel lacking in their own preparedness 
for their field. Investigating this line of thought, it was 
found that an even greater percentage of this group--over 
half--feel that journalism experience is the best preparation 
and a major in journalism in college was cited eight times. 
Liberal arts was next highest with 16 votes. An education 
in communications was cited seven times and the remaining 
areas were listed by three respondents or less. 
In comparing the occupation of the respondent before 
entering the public relations field with his opinion of what 
qualifications are required of women in public relations, 
the researcher- attempted to determine if there is any direct 
relation between these two factors. 
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Of the 36 respondents having a background in journal-
ism, seven listed a broad arts and sciences or liberal arts 
background for women; seven listed writing ability, one 
listed psychology, three listed acquaintance with media, one 
listed speaking ability, nine listed college degree or train-
ing, one listed a Master's degree, six listed experience in 
public relations, four listed writing experience, one listed 
journalism training or degree, two listed a degree in public 
relations, and three stated the qualifications required of 
women are the same as those for a man. 
The second largest category is a group of 12 respon-
dents who listed advertising as their occupation before 
entering public relations. This group is fairly evenly 
divided among all of the above-mentioned responses with the 
greatest concentration of responses in the area of college 
degree or training. 
The only other group of large enough significance to 
discuss is a group of nine respondents with background in the 
field of education. This group causes notice due to the fact 
that where the other two groups devoted one-fourth and one-
half their number respectively to the idea of a college degree 
for women, the respondents who have a background in the field 
of education only devote two-ninths of their number to this 
idea, with one stating that a college education is required 
for women and one being in favor of a Master's degree. 
CHAPTER VI 
SUMMARY 
The results of the foregoing survey have been analyzed 
in fairly uncomplicated terms and a great many of them need 
no further analysis. Also, the detailed comparison of res-
ponses and breakdowns of answers in the second portion pre-
clude fur'ther discussion of some points. The implications 
of the survey seem to center around the four major areas of 
basic attitudes toward women in public relations, variables 
influencing the employment of women in public relations, the 
educational implications of the responses, and the future 
outlook for women as public relations practitioners. Obvi-
ously, the areas are interrelated and often overlap. These 
four main areas are discussed in detail in the following 
sections of the summary. The researcher does not feel that 
it is necessary to restate the percentages involved in the 
following discussion as they have been given in detail 
earlier. Consequently the responses will be refered to in 
more general terms. 
I. ATTITUDES TO\Iv.ARD ~~OMEN IN PUBLIC HELATIONS 
While the result of b3.8 per cent of the respondents 
giving approval to ·employing a woman in a public relations 
job is not an overwhelming one, combined with those giving 
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qualified approval and expressing no objections, the result-
ing figure of 88.2 per cent is an impressive one. From 
this, it would not be presumptuous of the researcher to say 
that on the basis of the responses the general attitude of 
the firms surveyed is a pleasingly positive one. The fur-
ther attempts to get at basic attitudes showed a consistency 
that backs up the original response to the first question of 
the survey. Comments quoted in the body of the thesis bring 
out many reservations held by the respondents and bear out 
the researcher's belief that though a respondent may give a 
very generous unqualified approval to the idea of employing 
women in public relations, he still harbors some qualifica-
tions to that approval. Further, some of the comments indi-
cate that while the respondent himself gives open-armed 
approval he still feels that women are at a disadvantage. 
Reali~ing that the desire not to appear prejudiced 
would motivate a great many respondents to an overly gen-
erous approval, the researcher hoped to pin down the re-
spondents to a more objective approach by asking point blank 
if he would employ a woman in a public relations vacancy in 
his own firm. A great enough percentage of the respondents 
followed suit from their first attitude probe to indicate 
a consistency of opinion. 
The attempt -was made to establish a correlation 
between the respondent's initial approval of the employment 
87 
of women in public relations and his attitude as reflected 
by responses to restatements of the same question in differ-
ent fashion and toward related questions. The responses 
remain consistently positive throughout the questionnaire. 
The 50 respondents stating unqualified approval of 
women in this field remained consistent on questions of 
whether they would employ a woman in their own firm as well 
as the question of whether they would promote one from 
within. This information coupled with the fairly close cor-
relations on related questions indicates that the respon-
dents initially denoting approval of women in the field of 
public relations showed a great deal of consistency in atti-
tude throughout the questionnaire. The greatest divergence 
from unqualified approval was only 8 per cent, and in this 
instance it was not disapproval but qualified approval of 
promoting a woman from within the organi~ation. 
The same group of respondents voicing unqualified 
approval showed liberal attitudes on such questions as per-
mitting a woman to represent the organization to outside 
contacts as well as working in internal public relations. 
It is interesting to note that of the respondents 
originally expressing approval of women in public relations, 
only one backed down when asked directly if he would employ 
a woman if such a position were open in his firm. However, 
12 respondents from this group did not answer this particular 
88 
question, making it .difficult for the researcher to rely 
heavily on this apparent lack of opposition, as it clearly 
could give a false weight to the over-all consistency found 
in the responses to these two questions. 
A certain objectivity on the part of the respondent 
might be interpreted from the fact that the respondents were 
not as enthusiastic in expressing appr.eciation for women of 
their acquaintance in public relations departments of other 
companies. The implications here, of course, are many and 
necessarily speculative. 
A most thought-provoking item to come out of the sur-
vey is that all ·the women respondents did not give whole-
hearted approval to the idea of women in public relations, 
though the most they diverged was to the point of qualified 
approval. Also of interest is that of the ten women appear-
ing in the sample, only six chose to respond, and of this 
number, only four answered fully all of the queries made. 
In general, it can safely be said that the tenor of 
responses are favorable toward women. The implications of 
this positive approach will be discussed later in terms of 
the future for women in public relations. 
The general feeling that women are limited to the 
type of jobs they can perform was brought out by comments 
made in response to one of the questions. There undoubtedly 
are areas in which women would seem totally out of place 
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and the researcher does not have to illustrate these. How-
ever, it is the researcher's feeling that these areas have 
long been in need of re-evaluation. Surely a fresh approach 
to the capabilities and the changing views of women in busi-
ness would greatly alter the number of areas in which women 
have previously been considered out of place. 
This particular point was best brought out in a pre-
test interview with the public relations director of a large 
steel firm. The director immediately made it clear to the 
interviewer that his assistant of long standing was a young 
lady. Results on many of the questions of the survey showed 
this to be an area where respondents were less receptive to 
the idea of employing women. Also it is an area where other 
respondents were reluctant to envision a future for women. 
During the interview with the steel company public 
relations director, he pointed out that his company's pro-
duct was definitely not for female consumption, as the raw 
steel was sold to other companies and that it was not made 
into any type of product by his company. In investigating 
the idea of what companies considered their product or ser-
vice designed for female consumption, the steel industry, 
as well as others, were not. unanimous in their replies. Of 
the eight firms appearing in the category of steel, oil, and 
heavy industry, six felt that their product was not for 
female consumption and two felt that it was. 
~0 
This points out one of the basic problems that stands 
in the path of expanding the field in which women are accep-
ted in public relations--that of the members of the firm it-
self not recognizing or being able to define who actually 
represents their major market. The steel company executive 
was most helpful in pointing out that though his company 
actually did not make any products for consumption in the 
home, their major client was a large producer of steel cabi-
nets for outfitting the entire kitchen of a home. Therefore, 
the majority of their. sales eventually ended up as an appli-
ance or a home furnishing whichever selection and purchase 
depends on the choice of the woman of the house. Realizing 
this important fact, the company had a full-time woman em-
ployee devoting her entire activity to contacts with women's 
clubs and similar organizations. In these activities she 
was not representing a particular type of product, but pro-
moting her firm's brand of steel and indirectly building the 
idea that the trade mark of "made of 'Blank' steel" on a 
product meant high quality. 
The hopeful clue brought out by this illustration is 
that women will find a wider range of organizations in which 
they can hope to find a public relations job in the future, 
if more firms begin looking at their product sales in terms 
of the ultimate consumer rather than the immediate and ob-
vious one--usually the manufacturer. This is evidence that 
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there is a trend in this direction by the changing face of 
advertising in the past ten to 15 years. Advertising firms, 
concentrating on fairly scientific evaluations of their 
clients' markets, are beginning to broaden the horizons of 
management in many large firms. They play. a big role in 
opening the company's eyes to who the ultimate consumer of 
their product really is and the value of directing their 
advertising along those lines. Consequently, it should not 
be long before this broadened view reaches into the areas of 
the firm's public relations department. 
The researcher's feeling is that through advertising 
and through the current emphasis on consumer research it 
will not be possible for firms involved in such areas as 
public utilities, banking, educational institutions, insur-
ance companies and public service organi~ations, to ignore 
the fact that women constitute a good percentage of their 
market. Consequently, they will realize that women are 
needed to provide public relations services. 
Although the numbers themselves are not large 
percentage-wise, one-fourth of the respondents from the 
steel, oil, and heavy industry group said that they would 
not employ women if a position were available in their 
office. They also expressed the idea that the future for 
women is less promising than their current situation. 
The group that consistently showed the greatest 
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reluctance to accept women in public relations was the trade 
association and lobbying group, of which one-half the respon-
dents replied that they would not be favorable to employing 
women in public relations positions. 
The personal comments made by the respondents indi-
cated that their approval of women in public relations is 
not as wholehearted as their responses indicate. Various 
qualifications appear when the respondent's individual com-
ments are noted. Various prejudices against women were 
brought out in comments that showed that many "stereotyped" 
ideas of women and the place they occupy in our society 
still exist. The most prevalent idea, and the one that the 
researcher predicts will be most difficult to dispel, is the 
concept that women are inadequate when it comes to dealing 
with men in business. The respondents' reactions expressed 
a complete lack of confidence in the ability of women to 
deal with men. The most disturbing facet of this attitude 
is that it is expressed as if it were an inherent character-
istic of women and an accepted, unalterable fact. This is a 
basic prejudice that could not be brought to the surface 
through direct questions but was observed in places where 
the respondent had an opportunity to comruent on what he felt 
were the major objections to women working in the field of 
public relations. 
The over-all favorable attitude toward women as 
expressed by the results of the survey should not be mis-
leading. The comments of the individual respondents indi-
cate that some of the basic prejudices that exist toward 
women being in any area of business carry over to women in 
public relations. The two encouraging aspects of this point 
are that the tremendous influx of women into all realms of 
business during the years since the beginning of World War II 
is helping to combat these long standing prejudices; and 
secondly, of some slight encouragement is the fact that they 
are prejudices toward women in business generally and are 
not specifically directed toward women in public relations. 
Few of the comments indicated that women now working in the 
field of public relations had incurred any specific preju-
dices that apply to only that field. 
II. EMPLOYMENT OF WOMEN IN PUBLIC RELATIONS 
The most obvious variables that come to mind in any 
employment situation are the standard ones of age, sex, and 
marital status. Since the survey deals almost entirely with 
women, the major issues here were whether the age or marital 
status of a woman candidate for a public relations job 
would influence the respondent in employing her, and if so, 
in what manner. We must take into consideration the weight 
that these two factors are given when either a man or woman 
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applies for a position. The marriage factor is not gener-
ally as important in the employment of men, however. In any 
case, viewing the respondents' replies on these two questions, 
they show less inclination to take these two factors into 
consideration in this particular incidence than would norm-
ally be expected in employment of any nature involving women. 
One-third of the respondents replied that marital status 
would not influence their decision to employ a woman. The 
reasons for marital status influencing employment are many 
and do not necessarily imply an unfairness to women. Certain 
facts cannot be avo ide d. 'l'he comments quo ted in the earlier 
discussion of this factor brought out some of the more stan-
dard reasons. 
When a woman applies for any position involving the 
expenditure of funds or erfort for her training, the employ-
ment manager must consider her as a long term investment. 
If she is about to be married or has been married only a 
short time, the indications are strongly against the possi-
. 
bility of the young lady developing a long and mutually 
profitable association with the firm. Although the facts 
of m~riage and motherhood are unalterable ones, a changing ,, 
family pattern and social structure has resulted from. the 
entry of women into the wage earning class. The turnover of 
female employees from these two factors is still impressive. 
However, the researcher undertook the survey with the idea 
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in mind that women can now receive academic training in 
public relations and that women who enter the field through 
this manner have a more than cursory interest in pursuing it 
as a career. When looking at a potential employee, the pub-
lic relations director is likely to place less emphasis on 
these two factors of marriage and pregnancy when he realizes 
that the applicant has spent four or five years of her edu-
cational training in preparing for a specialized career. If 
she is successful in the firm it is likely that, though mar-
riage and motherhood may absent her from her job for a short 
period, she will return to spend many productive years with 
the organization. It is certainly no less a risk than em-
ploying a young man with similar training who is eligible 
for the draft and will have to leave the firm for several 
years of military service. The main support that can be 
given to this view is expressed in the great amount of pub-
lic notice that has been given in recent years to the in-
creasing economic importance of women in our society. They 
have gained this economic importance by playing a bigger and 
more significant role in business, by occupying increasingly 
more positions in business each year, and by staying with 
them for a longer period of time. 
While many employers will look upon a home, husband, 
and children as factors to prevent a woman from devoting her-
self fully to her job, eventually they may come to view these 
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factors as added incentives for success. The increasing 
economic demands of a home and children provide adequate 
incentive for a woman to desire to be successful in busi-
ness. This transition in views will come only with t~e and 
experience on the part of the employer. 
Another factor that has bearing on the acceptance or 
rejection of women in public relations is whether the posi-
tion involves work within the organization or outside the 
organization. An illustration of this would be a woman 
handling employee relations or putting out a house organ as 
opposed to handling consumer or community relations. Half 
of the respondents felt that women should work in both 
phases of public relations work. Here again, however, com-
ments quoted in Chapter II indicate that a great deal of 
emphasis is placed on exactly what type of function a woman 
might perform within the public relations department and 
what people she must come in contact with through her job. 
The general impression given by the tone of the comments is 
that women will pretty much have to prove their merits in 
some of the more restrictive areas of public relations before 
they are given the responsibility of a position dealing di-
rectly with management or male clients and a male public. 
Whether the majority of the firm's employees are male 
or female does not seem to have any bearing on the attitude 
toward women working in the field of public relations. 
Over half the firms responding have a majority of male 
employees. 
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One of the factors that may hold the key to the future 
acceptance or rejection of women in public relations is that 
of personality. Many of the objections raised against women 
in this field pertained to temperament, emotional stability 
and lack of ability to get along with their male colleagues. 
Many of the objections raised refer to a combativeness or 
unpleasant competitive, aggressive nature some women seem to 
assume when working in a field dominated by men. 
III. EDUCATIONAL IMPLICATIONS 
It may seem strange that the introduction of such an 
abstract thing as personality can bring the discussion to the 
concrete matter of education. However, the researcher feels 
that the most practical approach to removing the possibility 
of such criticism of women in public relations lies along 
educational lines. While formal public relations education 
is the same for men as it is for women, the researcher feels 
that, in some respects, the results of the survey indicate a 
definite need for special guidance and training for women 
students. 
The need is clearly indicated for a course for women 
in proper business decorum. Although difficult to outline 
here, some psychological principles need to be stressed 
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regarding personality development and adjustment, and some 
effort must be made to prepare young women for the role they 
will be expected to play within an organization. A certain 
degree of polish and finesse is expected of the young busi-
nessman as well as businesswoman. However, a man going into 
business for the first time has many opportunities to absorb 
some of these traits from the many men he is associated with 
daily. A woman is more likely to be in a predominantly male 
environment where there is no behavior guide for her and she 
does not have the benefit of more experienced women with 
whom to associate. The result often is that the woman adopts 
a masculine quality in performing her duties. This is equal-
ly resented by her masculine and feminine colleagues. The 
other extreme is that she exaggerates her feminine qualities 
and tends to rely on these, rather than sincere business 
ability. 
Either of the above situations could be easily avoid-
ed by a course in the regular public relations curriculum 
involving discussions to bring out false ideas students may 
have about the role they will play in an organization and 
also give them a sound idea of what personality factors they 
need to develop and which ones should be kept in check. 
Just as courses can be given in how to handle bad publicity, 
courses can be given in how to handle awkward situations 
that arise for women in business. Just as the most effective 
use of a product or idea can be presented in an academic 
manner, the most effective use of appearance, personality 
and decorum can be presented equally as well. 
Regarding public relations education in general, a 
major part of the survey concentrated on the educational 
background of the respondent and his views on education for 
people entering public relations. People in public relations 
generally acknowledge that the field has a great deal of back-
ground in the field of journalism and due to the amount of 
writing that some public relations jobs involve, many jour-
nalists have been attracted into public relations. This is 
well supported by the fact that almost one-third of the res-
pondents on the survey majored in journalism in college and 
a slightly smaller number majored in English. These two 
groups together number over half of the respondents. 
The field of public relations has expanded to encom-
pass so many different types of activities that writing can 
no longer be considered the major function of a public rela-
tions man. The implication for education is that while pub-
lic relations education provides a well-rounded education 
for a person entering the field, it is up to the field of 
education to educate business to the facts of the changing 
shape of the public relations practitioner's job. Writing, 
an important prerequisite in any area of business, is no 
longer the major activity of the public relations man. 
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Therefore, public relations people in the future must have a 
much broader background than journalism, and people must be 
educated to the fact that journalism should no longer be 
looked upon as the only acceptable stepping stone to a pub-
lic relations career. 
The complete lack of respondents having a formal 
background in public relations accounts for the attitude 
that a formal public relations education is not necessary or 
desirable. The duty is clearly on the shoulders of public 
relations educators to change this attitude. Educators can-
not wait for the demand to develop before they concern them-
selves with the supply of well trained people. In this in-
stance, demand for competently trained public relations peo-
ple can only be fostered by--in economic phraseology--putting 
a supply of well trained public relations people on the 
market and letting their training speak for itself. It is 
indeed a slow process that is being suggested, but only 
through experience with trained personnel can an employer 
realize the value of such specialized training. 
Little significance can be attached to the lack of 
acceptance of a Master's degree in public relations when an 
undergraduate degree in the field is still viewed skepti-
cally. Since such a large percentage of respondents came 
into public relations work with backgrounds in journalism, 
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it is natural that they should be partial to this background 
when recommending training for future men and women in their 
adopted field of public relations. These facts should not 
seem too discouraging in view of the fact that few employers 
have been presented with the choice between an employee with 
journalism training or an employee with public relations 
training. It is not known who would be favored in such a 
case. The main difficulty in interpreting too much from the 
results to the questions involving education is that there 
have not been many people on the job market with such 
specialized training. 
Similarly, the reaction to a higher degree and even 
more specialized training in public relations is not an un-
expected one. A field as relatively young as public rela-
tions is almost ahead of itself by offering a Master's degree. 
The same situation prevails here as with the undergraduate 
degree. Creating a supply and having them demonstrate their 
worth is the most effective way of creating a demand. 
The least difference in attitude toward women and men 
was shown with regard to education. The respondents felt 
pretty much the same toward women and men on the question of 
educational requirements. 
The field of education holds the major key to some of 
the restricting elements for women in public relations. 
While they sit in the same classes with men going into the 
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field, the survey indicates that in certain areas women are 
looked upon as incapable of handling particular types of 
jobs. Although the respondents voiced great approval of not 
restricting women to any particualr areas of public rela-
tions work, their individual comments held vast restrictions. 
A woman who has passed a course in human relations, commun-
ity relations, et cetera, should be considered as well quali-
fied to practice in these areas as her male counterpart. 
Through formal education in these areas, women may eventually 
be accepted in these areas where, without public relations 
education, they could never hope to obtain the necessary ex-
perience and background. 
Education is very intricately involved with the future 
of women in public relations. Public relations educators 
must take into consideration the areas of business that are 
most likely to employ women and devise courses that will 
better equip women going into these areas. It would be 
better for the time being, however, to concentrate on the 
aspects of public relations activities in which the respon-
dents felt they would be most likely to employ a woman. If 
women know the areas within public relations where they are 
considered most effective, then becoming proficient in those 
areas is the most important step. Once they have gained ex-
perience, the type of organiz.ations in which they are ac-
ceptable will take on a broader scope. 
The survey showed that jobs involving writing were 
most often cited as the area of public relations activity 
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in which the respondent is most likely to employ a woman. 
Also, it was cited as the area in which the respondent felt 
she would be most effective. ·while it is the duty of pub-
lic relations education to expand this horizon, it must also 
accommodate the present demand by seeing that women students 
have a more than adequate training in writing. In comparison, 
no one other field was cited by enough respondents to give a 
clue to other areas that might be developed for women. 
The survey was not successful in attempting to deter-
mine acceptable channels through which women could hope to 
be promoted into public relations positions if unable to 
begin in a public relations job. A large number of firms 
stated that their women employees were originally employed 
in the positions they now hold. The most often cited chan-
nel of promotion to a public relations job was secretarial 
and the only other area receiving enough attention to be 
significant was in jobs involving writing. 
Although the possibility of getting a public relations 
position through secretarial work is highly speculative, this 
response does suggest that secretarial abilities can be an 
aid in a publ~c relations position. Often women can greatly 
enhance their value by being able to handle their own cor-
respondence, filing, et cetera. In small companies this is 
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particularly desirable where there is a shortage of clerical 
help or necessary budgeting does not provide for a full pub-
lic relations steff. 
IV. FUTURE OUTLOOK FOR 'NOMEN AS PUBLIC 
RELATIONS PRACTITIONERS 
At first glance, the reader might become skeptical 
when noting that of the 50 people expressing unqualified ap-
proval of women in public relations, 84 per cent of these 
have women currently employed in such positions. It would 
not seem presumptious to conclude from this that the women 
now working in public relations are of such calibre as to 
inspire favorable attitudes toward acceptance of women in 
this field. To look at the question in reverse, 64 respon-
dents, (68.8 per cent of the total respondents), noted that 
they employed women in a public relations position. Of 
this number, 84 per cent expressed unqualified approval; 
24 per cent expressed qualified approval; 10 per cent had 
no objections, and only 4 per cent gave unqualified disap-
proval. It is the researcher's belief that this is the most 
optimistic and encouraging note of the whole survey. It 
indicates that women, effectively trained, and going into 
work in public relations positions can broaden and make 
favorable the acceptance of future women in the field. 
Women currently in the field are evidently proving their 
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value in this type of work and playing a part in broadening 
the future of women who plan a career in such work. How-
ever, the women currently in the field, by proof of their 
acceptance, are setting standards that must be met by those 
coming into public relations for the first tline. 
Unfortunately, not enough pertinent questions regard-
ing length of employment in public relations jobs, back-
ground leading to that position, et cetera, were adequately 
answered to indicate the time it had taken present position 
holders to reach that status. From the lack of formal pub-
lic relations training in the past, it could be assumed that 
women in public relations positions earned such positions 
through many years of experience in related fields. The 
graduate in public relations today expects, and rightly so, 
to go directly into public re1ations work. Therefore, those 
aspiring to enter the field now must have formal education 
that will put them on a professional level with predecessors 
who earned their title through years of experience rather 
than through formal training. 
The over-all indications brought forth by the survey 
are: first, that the attitudes of people in business toward 
women in public relations are consistent and decidedly favor-
able; secondly, that women who are currently in the field 
have done a great deal to promote this favorable attitude 
and acceptance; and thirdly, that although there is no great 
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need to train women in a different fashion from men for pub-
lic relations, their value and acceptance in certain fields 
would be greatly advanced by the addition of some special-
ized training to supplement subjects of a pure public rela-
tions nature. 
From an educational point of view, public relations 
education is not held in high regard or even deemed neces-
sary for men or women. This attitude will most likely 
prevail until people with such backgrounds--instead of 
ex-journalists--penetrate the field of public relations and 
begin answering questionnaires. 
APPENDIX 
APPENDIX A 
LETTER TO RESPONDENT 
BOSTON UNIVeRSITY SCHOOL OF PUBLIC RELATIONS 
AND COMMUNICATIONS 
It is not very often that you are given the opportunity to 
help an aspiring student in your own field of endeavor ••• that 
of public relations. This letter is to ask your cooperation, 
as a member of the Public Relations Society of America, in 
the collection of data for a Master's thesis in public rela-
tions. 
As a graduate student in the Boston University School of Pub-
lic Relations and Communications, I am doing research into 
the attitudes of American business organizations toward women 
in public relations. In order that I may have information 
that gives an accurate picture of the existing situation with 
regard to women in public relations, I am asking you to fill 
out the enclosed questionnaire and return it in the attached, 
self-addressed envelope. 
No mention of individual respondents or firms will be made in 
the thesis. I would appreciate it if you could return the 
questionnaire to me by May 15th, in order that I may meet the 
thesis schedule. 
I realize that you must take time out from your busy schedule 
to complete the questionnaire, but you will also be making an 
important contribution to the emerging profession of public 
relations--not to mention helping a graduate student who is 
anxious to complete her degree and begin work in public rela-
tions. 
Many thanks for the time and attention you have given my 
project. 
Sincerely yours, 
Deane Ford 
APPENDIX B 
SURVEY QUESTIONNAIRE 
Please insert NA after any questions that are not applicable 
to your particular organization. 
1. How would you feel about employing a woman in a public 
relations job in your own office? 
2. In your opinion, are there any major objections to women 
working in the field of public relations? Yea 
No 
b. If yea, how do you feel about these? 
c. What major objections, if any, do you have to women 
doing public relations work? 
3. What are the major risks, if any, that you feel are 
involved in hiring a woman in a public relations depart-
ment? 
4. Do you know women who are in the public relations depart-
ments of other companies? Yes No ____ _ 
b. Please comment on your evaluation of their effective-
ness. 
5. What personal characteristics do you feel would be most 
helpful for a woman to have in a public relations posi-
tion? (i.e., personality, character, appearance, etc.) 
a. Is this criteria different from that of a man? 
Yes No _____ _ 
b. If yes, what are the differences? 
6. In your opinion, what qualifications are required of 
women in public relations? (i.e., academic training, 
experience) 
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a. Is this criteria different from that of a man, and in 
what way? 
7. Would marital status of a woman candidate for a public 
relations job influence your decision to employ her? 
Yes No 
---
a. If yes, under what conditions would it influence your 
decision? 
b. Why? 
8. Would the age of a woman applicant for a public relations job be a factor in your decision to hire her? Yes ___ _ 
No 
----
a. If so, in wha. t way? 
9. What do you consider the best training for people enter-
ing the public relations field? 
10. What do you consider the best training for women, in par-
ticular, entering the public relations field? 
11. How do you feel about a Master's degree in public rela-
tions in preparation for a career in public relations for 
a man? 
12. How do you feel about a Master's degree in public rela-
tions in preparation for a career in public relations for 
a woman? 
13. Do you feel that a woman in a public relations job should 
only work in companies involved in a particular area of 
activity? (i.e., food products, clothing, service, and 
non-profit organizations, etc.) Yes No ___ _ 
a. If yes, in what particular areas? 
14. Do you feel that a woman in a public relations department 
should be assigned primarily to work: 
a. within the organization? ____ _ 
111 
b. outside of the organization? 
---c. both? 
-:----d. explain your choice. 
15. How do you feel about promoting a woman from within your 
organization to a public relations job? 
b. Would you consider it necessary that her past experi-
ence be in a position in your public relations 
office? Yes No 
---
c. What positions (outside the public relations depart-
ment) in your organization do you feel would.best 
prepare a woman for a public relations job in your 
office? 
16. In what type of public relations positions do you feel a 
woman can most effectively promote the objectives of the 
profession? 
17. Are there any women currently employed in public rela-
tions positions in your organization? (including publi-
city and related areas) Yes No 
---
a. How many?~--
b. How long have they held their current positions? 
c. What are their job titles? 
d. What was the title of the job for which each woman 
was originally employed? 
18. Have women held public relations positions in your 
organization in the past? 
a. How many? 
---b. How long? 
---
19. Have you ever received an application for a public rela-
tions job from a woman? Yes No ____ _ 
a. approximately how many _____ _ 
b. over what length of time? ___ years 
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20. If you employed a woman in your public relations depart-
ment do you think you would meet with opposition from 
other members of your firm? Yes No 
---
a. If yes, why? 
21. If there are women holding public relations jobs in your 
organization, what are their job titles? 
22. a. What are their salary ranges? (make one check for 
each woman in a public relations job) 
$,3000 - $4000 
$4100 $5000-
$5100 - $6ooo=:: 16100 - $7000 $9100 - $10,000 7100 $8ooo=:: $lo,ooo - $12,ooo::: 8100 $9000_ over $12,000 ____ 
23. If you have employed women in public relations positions, 
what has been your experience with them? 
2h. Is your company's product or service designed for female 
consumption? Yes No _____ _ 
a. If so, do you feel that a woman would be more effec-
tive in promoting this than a man? Why? 
25. In promoting your company's product or service to female 
clients or publics do you think a woman is more, equally, 
or less effective than a man? More Equally ___ _ 
Less 
---
26. In promoting your company's product or service to male 
clients or publics, do you think a woman is more, 
equally, or less effective than a man? More ___ _ 
Equally Less ____ _ 
27. Do you feel that female clients have more or less con-
fidence in your product or service if a woman represents 
your organization? More Less( 
------
a. Male clients? 
More Less 
----
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28. In what aspects of your public relations activities 
would you be most likely to employ a woman? 
29. Do you feel that women should be used in only certain 
kinds of jobs in public relations? Yes No 
---
a. If yes, what specific types of jobs do you feel they 
should be used for? 
30. If there were a public relations position available in 
your office, would you employ a woman for the position? 
Yes No 
---
a. If yes, in what type of position would you employ 
the following? 
1. a woman with only public rela tiona academic 
training? 
2. a woman with only public relations experience? 
3. a woman with both public relations training and 
experience? 
31. If women are or have been employed in your organization, 
are they employed on the same salary scale as men doing 
the same job? Yes No ___ _ 
a. Comment, if any. 
32. Do you feel that the salary scale for a public relations 
position in your organization is determined by the par-
ticular type of public relations job that it is, or by 
the type of person that is required to fill it? Explain 
your answer, please. 
33. Do you feel that the opportunities for women in public 
relations in the future will be: 
a. better than that of men ___ _ 
b. equal to that of men r---
c. very good, but less than equal to men 
d. average (as they are currently) 
e. below average ____ _ 
f. poor __ _ 
PLEASE FEEL FREE TO GIVE ANY ADDITIONAL COMMENTS YOU MAY HAVE 
ABOUT THE SUBJECT MATl'ER OR THE QUESTIONNAIRE ITSELF, HERE: 
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FACT SHEET 
1. Type of firm you represent? (i.e. products manufactured 
or type of service) 
2. Size of firm. (number of employees) 
3. Location of firm. City---------- State 
4. Are the majority of employees: Men ____ _ Women 
-----
5. Age (you can hedge a little here) 
6. Sex (you have a choice!) M F 
7. Length of time you have been with present organization? 
years 
8. Length of time in present position? years 
9. Your specific job title? 
10. Job title you had before coming to work with present 
firm? 
11. Education: 
a. High School 
b. Business College 
c. College (attended)~---
d. College (completed) ____ _ 
e. Graduate work 
----
12. Degree obtained ___ _ (B.A., B.S., M.A., etc.) 
13. Major area of study in college -------------------------
14. Any additional, specialized training relating to your 
public relations job. (i.e. company training programs, 
night courses, etc.) ____________________________________ __ 
15. What was your occupation before entering the public 
relations field? 
16. How long have you been working in the same phase of 
public relations? years 
17. For my own information: How would you feel about a 
woman in public relations as a wife? 
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If you have stuck it out this far, please accept my most 
hearty thanks and appreciation. You have made a major con-
tribution to my educational progress, the results of which I 
hope will be significant to the field of public relations. 
APPENDIX C. 
The following mimeographed form is incorporated as 
part of the appendix to act as a guide to the IBM data that 
appears in Appendix D. The numbers appearing above the top 
line indicate or refer to the corresponding questions on the 
survey. The numbers appearing below the line indicate which 
of the 80 columns on the IBiwi card contain the information 
for the question number appearing directly above it. The 
numbers appearing below the line can be found on the IBM 
data sheets appearing in Appendix D. The numbers in each 
column on that sheet represent data that has been coded by 
the researcher. To locate the responses to any particular 
question on the survey, first find the number of the question 
in the figures above the line, locate the corresponding IBM 
column below it and consult the IBM sheet and line containing 
that number. 
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APPENDIX E. 
·DIRECTORY OF RESPONDENTS 
New York 
1-4 General Manager 
Forbes Research, Inc. 
1-5 Edward Mintz 
Executive Secretary 
Jewish Chronic Disease Hospital 
1-6 Patricia Ludorf 
Director of Communications 
M. W. Kellog Company 
1-7 Wm. P. Blackmon 
Supervisor of PR 
Delco Appliance Division 
General Motors 
1-9 William H. Corwin, PR 
Taylor Instrument Company 
1-10 Gould B. Martin, Dir. PR 
Vitro Corporation of America 
1-11 Raymond Simon 
Asst. Professor of PR 
Utica College of Syracuse University 
1-12 Benjamin Bowker, PR Director 
U. S. Plywood Corp. 
1-00 Raymond K. Meixsell 
Asst. to President 
Troy Saving Bank 
1-05 Kerryn King, Dir. PR 
Texas Company 
1-20 thru 2-1 2 
New York (continued) 
1-20 Edward McGinnis 
Assistant to President 
Joseph E. Seagram & Sons, Inc. 
1-25 A. A. Schechter 
A. A. Schechter Associates 
1-45 James Selvage 
Selvage & Lee, Inc. 
1-100 Foster Potter, Director PR 
N. Y. State Department of 
Agriculture and Markets 
1-105 Roger Kafka 
Farley, Maming Associates 
1-120 Vincent Fowler, Vice President 
Bozell & Jacobs, Inc. 
1-125 Milton Fairman, Director PR 
Borden Company 
1-130 Karl Honaman, Dir. Publications 
Bell Telephone Laboratories 
1-150 Rion Bercovici 
N. Y. PR Supervisor 
American Institute of Men 1 s 
& Boy's Wear, Inc. 
1-200 Jackson Howe. Dir. PR 
American Smelting & Refining Co. 
New Jersey 
2-1 James, Newkirk and Whalen 
122 
2-2 thru 6-1 3 
New Jersey (continued) 
2-2 A. J. Kuhlmann 
Orleans Parish Medical Society 
Washington, D. C. 
3-1 Howard Weeks, Dir. PR 
General Conference of 
7th Day Adventists 
3-3 John Plum, Director of Information 
International Road Federation 
3-5 Mrs. Julia M. Lee, Director PR 
Woodward & Lothrop 
3-6 Wm. D. Kramer, Executive Sec. 
Plumbing Fixture Mfgs. Assn. 
3-7 Howard Hudson, Director of 
Information and PR consultant 
National Planning Association 
3-8 Ramone S. Eaton, Vice Pres. 
American National Red Cross 
3-9 Venlo Wolfsohn, Dir. PR 
AM VETS 
Massachusetts 
5-4 Richard Axten, Dir. PR 
Raytheon Mfg. Company 
Pennsylvania 
6-1 Joseph Mader, 
Assoc. Professor Journalism & PR 
Duquesne University 
123 
6-2 thru 9-1 4 
Pennsylvania (continued) 
6-2 
6-3 
6-4 
6-5 
6-7 
6-9 
6-11 
Leo J. Murphy, PR Representative 
Crucible Steel Company of America 
C. Allan Lafferty, Director PR 
Community Chest of Philadelphia 
Ralph Winslow, Vice President 
Koppers Bldg. 
Donald Rich, Dir. PR 
C. H. Masland & Sons 
Mr. Francis C. Pray, PR Counselor 
University of Pittsburgh 
William Wight, Director PR 
Philco Corporation 
Clarence Funk, Administrative Dir. 
Info Services 
Pa. Farm Bureau Coop. Assn. 
Maryland 
7-2 William L. Browne, Director PR 
National Institute of Dry Cleaning 
Virginia 
8-1 Mr. John Rudd, PR Director 
Lynchburg General Hospital 
Florida 
9-1 Jene Flanagan, V. P. or PR 
Florida Power Corporation 
124 
10-4 thru 13-5 5 
Texas 
10-4 Lincoln Williston, Executive Secretary 
Texas Medical Association 
10-6 Darby Hammond, Director of PR 
Southwestern Insurance Info. Service 
10-7 Kenneth Cook 
10-8 
St. Louis University 
James Rushing, Manager Labor Relations 
and News Service 
Associated General Contractors 
of America 
10-9 George J. Watts, Vice President 
Republic National Bank of Dallas 
Louisiana 
11-5 James Sinnott, PR Officer 
Louisiana Federal Survival Project 
Georgia 
13-1 
13-3 
13-5 
Theodore Forbes, Executive V. P. 
Cotton Mfgs. Association of Georgia 
Wm. Simpson, Director of PR 
University of Georgia 
Mrs. Mariana G. Knox 
Director of Community Activities 
and Women's Banking 
Citizens & Southern National Bank 
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14 thru 14-100 
illinois 
14 
14-1 
6 
Warren A. Logelin, Director of PR 
Crane Company 
Robert Gardner 
Gardner and Jones 
14-3 Hale Nelson, Vice President 
Illinois Bell Telephone Company 
14-4 William Scott, Vice President 
La Salle National Bank 
14-5 Rhys Jones 
Abbott Laboratories 
14-6 James Hanlon, PR Director 
WGN, Inc. 
14-7 Norton Baser, Regional Mgr. 
Western Beet Sugar Producers 
14-9 Gerald Wollan, PR Director 
Baxter Laboratories, Inc. 
14-10 E. Preston Calvert, PR Director 
Pullman-Standard Car Mfg. 
14-05 Lloyd H. Geil, Director PR 
National Dairy Council 
14-35 Bernard Roloff, PR Director 
Community Fund of Chicago 
14-100 Victor Danilov, Manager PR 
illinois Institute of Technology 
126 
15-4 thru 17-7 7 
Ohio 
15-4 Dudley Reed, Director of Advertising 
and Public Relations 
Marion Power Shovel Company 
15-5 Paul Douglas, Director of PR 
Oberlin College 
15-6 Wm. Smiley, Director PR 
Ohio Fuel Gas Company 
15-10 Douglas Berwick 
Director of Public Relations 
Missouri 
16-2 Mrs. Irene F. McCabe, PR Director 
Group Hospitalization Service, Inc. 
16-7 Bernard K. Schram, President 
Schram, Reiner, Olson, Inc. 
Michigan 
17-4 Bernard Crandell, Publicity Director 
GMC Truck & Coach Division 
General Motors Corporation 
17-5 
17-6 
17-7 
Fred Thompson, PR Manager 
Tractor & Impl·ement Division 
Ford Motor Company 
Mrs. Martha Seligman, Field Secretary 
Starr Commonwealth for Boys 
Mr. Louis Graf, Director PR 
Michigan Hospital Service 
127 
19-2 thru 22-8 8 
Colorado 
19-2 Richard K. Ayers 
Public Relations 
Oklahoma 
19-5 Albert Fiedler, PR Supervisor 
Pan American Petroleum Corp. 
Arkansas 
20-1 Finley Vinson, Vice President 
First National Bank 
Wisconsin 
21-5 John Reynolds, Ass~. Director 
Wisconsin Taxpayers Alliance 
21-6 Arthur Tiller, PR Counsel 
Minnesota 
22-1 Bon Grussing, Director PR 
Graves and Associates 
22-3 Chet Lacy, Asst. to President 
Hamlin University 
22-4 Henry E. Arnsdorf, Director PR 
Prudential Insurance Company 
Utah 
22-8 Howard L. Blood 
Utah lpformation Manager 
Mountain States Telephone and 
Telegraph Company 
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23 thru 24-3 9 
California 
23- Charles Allen, Director PR 
Crown Zellerback Corporation 
23-00 Frederick Hoar, Manager, PR 
ElectroData Division, Burroughs 
23-4 James Shea, General PR Manager 
Southern Pacific Company 
23-5 Rex Harlow, Editor & Publisher 
Social Science Reporter 
23-6 
23-7 
Mark Gerstle, Asst. Director 
Bureau of Public Service 
San Francisco Public Utilities Comm. 
Paul A. Snell, Vice President 
Robinson-Hannagan Associates, Inc. 
23-12 Reed Christiansen, Director PR 
Metropolitan Coach Lines 
23-15 Chip Cleary, President 
Cleary-Strauss & Irwin 
23-20 Wallace Jamie, Director PR 
Carnation Company 
23-25 Robert Sandberg, Manager PR 
Kaiser Aluminum & Chemical Corp. 
Washington 
24-1 
24-3 
Byron Christian 
Professor of Journalism & PR 
University of Washington 
School of Comm. 
Kleber Miller, Assistant Director of PR 
Hawaii Employers Council 
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